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Build more house for the money. *. 
With floors of Azrock Concord Woods. 


From colonial America comes a timeless floor styling. Concord Woods. In Azrock vinyl asbestos tile. 
Recreating the richness of hand-set parquet flooring, Concord Woods has a depth and clarity of embossing 
that reflects light to achieve an intriguing rustic look. Let Azrock Concord Woods help you build more house 
for the money. It’s low in cost, easy and inexpensive to install over wood subfloors or directly on concrete slab. 
And the embossed woodgrain design helps to conceal irregular subfloors. You can install it on walls, too, for 


added decorator appeal at little cost. Whatever you build—the basic house, custom homes, apartments— 
in new construction or remodeling, Concord Woods gives you more floor for the the vinyl 
asbestos 


money, lets you offer more house for the money. In 12” x 12" tiles, 1/16” gauge. "e & t 
See Concord Woods now at your Azrock flooring contractor. ety 


For samples and more information, write Azrock Floor Products, Dept. 547B, P. O. Box 531, San Antonio, Texas 78292. 


Chimes of the Times 


The Nulone Bicentennial Collection of Door Chimes 


will make home buyers listen 


et Freedom Ring 


Nulone answers the call for quality, styling convenience and selection. 


The Liberty... rich walnut finish and 
Em. distinctive round shape contrast 
beautifully with the intricate 
needlepoint styling of our 
national symbol...the 
eagle. Worthy of Betsy 
Ross herself, the Liberty 
is a decorative accent for 
any setting. Sounds two 
notes for front door, one 
for rear. 


Monticello... substantial and rich-looking, 
worthy of the master of Monticello. 
Beautifully detailed cabinet, finished in rich 
walnut. Door-panel inserts have the fashion- 
able look of cane. Gold-finished hinges, 
handles and gallery rail add to the look of 
elegance, as do the satin-finished brass 
tubes. Melodious Westminster chime se- 
quence will carry you back to a by gone era. 
Volume control and selector switch for 8 
or 4 notes for front door, one for rear 

door and a different note for third door. 


The Williamsburg... Declare your inde- | 
pendence from the ordinary with the stunning anh 3 | 
Williamsburg. It can be connected to your inter- 1d | | 
com to relay chime tones to all rooms with | | 
speakers. This clock and chime has the same | mI 
designing and elegance as the Monticello model, ai | 
without the tubes. 8 or 4 notes for front door, 
one for rear door and a different note for third | 
door. Also available as an electronic model. | 


See the complete collection of Nulone EI | 
Bicentennial door chimes at your nearby | 

Nulone distributor. For his name. ۱ ۱ 
DIAL FREE 800/543-8687 in the | 
continental U.S. except in Ohio, 
call 800/582-2030 


Jefferson ...this magnificent 
wall clock and chime with the 
lovely Westminster chime 
sequence is named for the 
drafter of our Declaration of 
Independence. Cabinet, richly 
finished in distressed walnut. 
achieves a handcarved look 
Antique white clock face has 
gold filigree corner decora- 
tions, black hands and nu- 
merals. Satin-finish tubes 
Volume control and selector 
switch for 8 or 4 front door 
notes, one for rear door anda 
different note for third door. 


Spirit of 76... the three figures 
from America's favorite fife and 
drum corps by Willard, march out 
of our revolutionary past to éreet 
guests with a flourish of Colonial 
spirit. An inspiring decorative note 
for your home. The Colonial detail 
and beautiful bas-relief center 
plaque are finished in warm walnut 
Two notes for front door, 

one for rear. 


Jamestown. ..named for the first 
permanent settlement in America, 
the Jamestown is rich, warm and 
Colonial. Mellow fruitwood finish. 
turned spindles, gold-finished eagle 
and tubes give this chime an 
elegance that speaks for itself 


Concord ...with its 
shapely turned spindles 


commemorates the turn- 
NuTone Housing Products ing back of the British at 
1 ill Concord. Colonial-inspired, 
۱ : pee Sees. | 


perfectly scaled for smaller 
A e } eee homes, warm walnut finish 
Madison and Red Bank Roads, Cincinnati, Ohio 45227 
Dept. HH-11. Form 2534, Printed in U.S.A. 


Nulone’s Got It! 


all conspire to give it a lovely 
elegance of its own. 
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Shakertown Panels 
win the cedar shake sidewall race. 


What's the fastest way to install cedar shakes and 
shingles? With Shakertown Panels. 

In fact, you can apply Shakertown Panels on sidewalls 
as much as 70% faster than individual shakes and 
shingles. But that's where the difference ends. 

Because once they're in place, they look, last and 
insulate just like individual shakes and shingles. That's 


511 


because 8 foot long Shakertown Panels are made of #1 
grade shakes and shingles permanently bonded to a 
wood backing. 

With Shakertown Panels you get all the things you like 
about individual shakes and shingles. Of course, there's 
one thing you won't get, and that's high labor cost. So why 
not find out more? Write us. 


Box 400 Winlock, Washington 98596 -= | (206) 785-3501 
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Only the President can save the 
housing industry now. That was 
the last-ditch theme of the Na- 
tional Association. of Home 
Builders' fall board of directors 
meeting in Honolulu. 

And the directors had the en- 
couragement of the Chief Exec- 
utive himself. 

Fresh from a two-hour meet- 
ing with HUD Secretary Carla 
Hills in Washington a few days 
earlier, NAHB's national of- 
ficers arrived in Hawaii to find 
a telegram from President Ford: 

“I... assure you of my very 
deep concern for the serious sit- 
uation within the housing in- 
dustry. I fully intend to get to- 
gether with you at our earliest 
possible convenience." 

Hopefully, that was to be 
sometime in October, NAHB's 
President Mickey Norman said. 

Action program. The direc- 
tors endorsed these actions they 
would like to see the President 
take: 

* Make available immedi- 
ately all $10 billion of the 
Brooke-Cranston single and 
multifamily mortgage funds au- 
thorized by the 1975 Emergency 
Housing Act. 

e Reopen the GNMA Tan- 
den Plan for FHA and VA multi- 
family, single-family and condo- 
minium mortgages. 

e Simplify the Section 8 ren- 
tal assistance program to make 
itoperable, which includes find- 
ing a practical method for fi- 
nancing new construction. 

e Force mortgage interest 
rates downward by exerting 
pressure on the Federal Reserve 
Board to increase the money 
supply and on insurance compa- 
nies and pension funds to invest 
more money in residential 
mortgages. 

Playtime. The builders felt 
they deserved some relief from 
the bleak housing scene, and 
Hawaii was the place to get it. 
More than half of NAHB's 1,200 
directors were there along with 
500 non-board members. They 
enjoyed sunny afternoons at the 
beach, evening cocktail recep- 
tions outside under colored lan- 
terns and a seven-course Chi- 
nese banquet complete with 
fireworks and hula dancers. 

But they spent their mornings 
agonizing over the crippled 
housing industry, searching for 


solutions and writing position 
statements on some 25 pieces of 
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Felicitations for California builder Bill Lyon came Tes both wife and direc- 
tors at NAHB's Honolulu conference. Now a major general, he is new chief 
of Air Force Reserve. President Mickey Norman is at right. 


housing legislation pending in 
Washington. 

Woes in Washington. "The 
legislative department has a 
monumental job this year," said 
First Vice President John Hart. 
He deplored housing's treat- 
ment in Washington, citing 
among several examples: 

“Arthur Burns has teamed up 
with the banks to help the 
REIT's get out of their bad in- 
vestments but he's not helping 
the builder." 

“There’s an alliance between 
labor and the Administration to 
allow secondary boycotts at 
construction sites (HR 5900 and 
S 1479 situs picketing bills) and 
to exclude the construction in- 
dustry from the Taft-Hartley 
law." 

Fund drive. To get more clout 
in Congress, the directors de- 
cided to devote greater effort to 
raising funds for political contri- 
butions. They adopted as 
NAHB’s official political contri- 
butions committee the already- 
established Builders Political 
Campaign Committee (BPCC). 

In the past, BPCC had no 
direct affiliation with NAHB, 
though some of its trustees were 
NAHB officers and directors. 

Now the committee, under 
NAHPB's past-president, Leon 
Weiner, will have full use of 
NAHB facilities and equipment 
for raising funds to support the 
campaigns of congressional can- 
didates friendly to housing. 
However, federal election laws 
require that: 

e Funds of NAHB and BPCC 
must be maintained in separate 
bank accounts. 

e Contributions to BPCC 
cannot be prerequisites to or re- 
quirements of NAHB member- 
ship. 

€ NAHB cannot contribute 


funds to BPCC. 

* BPCC cannot engage in 
lobbying to influence the form 
or passage of specific legislation. 

Legislative aims. The board 
passed several resolutions spell- 
ing out NAHB's congressional 
objectives: 

Defeat the House Ways and 
Means Committee's proposed 
Limitation on Artificial Ac- 
counting Losses bill and, in its 
place, adoption of a reasonable 
increase in the minimum tax 
under existing law. 

Support the Construction In- 
dustry Collective Bargaining 
Act of 1975 that would establish 
a committee of management 
and labor representatives to take 
jurisdiction over labor-agree- 
ment bargaining, and further 
amend the Act to give that com- 
mittee final approval over all 
agreements. 

Reject proposed legislation 
now in the Senate to establish 
federal standards for the sale of 
residential condominiums, and 
leave that control in the hands 
of the states. 

Rescind the Real Estate Set- 
tlement Procedures Act, effec- 
tive June 20, because it has in- 
creased rather than reduced loan 
settlement costs for home- 
buyers, and has caused added 
paperwork for builders which in 
turn has increased house prices. 

Remove the restrictions on 
Brooke-Cranston funds that 
limit a builder's per-lender com- 
mitment to $300,000 and re- 
quire that 75% of the lender's 
commitment be delivered in 
mortgages of $36,000 or less. 

Policy goals. Other board res- 
olutions, aimed at freeing more 
government funds for housing, 
called for: 

e More Farmers Home Ad- 
ministration (FmHA) mortgages 
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to talk things over 


for moderate-income rural fami- 
lies under Section 502 by raising 
the applicant’s income limit 
from $12,900 to $14,500, thus 
making more families eligible 
for the loans. 

* More FHA Section 502 
mortgages for low-income rural 
families by raising the appli- 
cant’s income limit from $8,500 
to $10,500. 

e Re-opening all GNMA Spe- 
cial Assistance programs, in- 
cluding Section 8, to provide 
mortgage credit for FHA/VA 
single- and multifamily hous- 
ing. 

Stable membership Despite 
a bad year, Treasurer Robert Ar- 
quilla was able to report that 
NAHB membership is holding 
at 72,500. The Washington staff 
has been allowed to shrink 
through attrition, and the asso- 
ciation is operating within its 
income. 

One bright spot is the rapid 
growth of the Home Owners 
Warranty (HOW) plan, NAHB's 
two-year-old insured protection 
program for new-home buyers. 
The directors were told that 
more than 2,000 builders are 
participating, up from 100 a year 
ago. Local and state HOW coun- 
cils have increased from ten to 
52, and the program has been 
broadened to include highrise 
elevator buildings. 

HOW’s deficit The program's 
rapid growth took a toll on the 
association's budget, however. 
NAHB's Homeowners  War- 
ranty Corp. ran a deficit of more 
than $600,000 for the fiscal year 
ended June 30. Fortunately, this 
was more than offset by the $1.5 
million in before-tax profits re- 
ceived from the sale of the old 
Washington Housing Center 
building that NAHB moved out 
of last year. 

The directors took time out to 
pay special tribute to Maj. Gen. 
Bill Lyon, long-time California 
builder and NAHB national vice 
president, who became chief of 
the U.S. Air Force Reserve this 
year. Lyon was honored as “an 
outstanding builder, soldier and 
good citizen." 

As the directors left Hawaii 
they may have wondered how 
future meeting sites will com- 
pare. The next three fall confer- 
ences will be in Salt Lake City, 
Biloxi and Denver. 

—H. CLARKE WELLS 
in Honolulu 
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"Here in Burnsville, Minnesota, my customers 
That's why I put General Electric 


H&H NOVEMBER 1975 


"Ive been using GE since 1958. When I put in 
their kitchen appliances, I don't have to worry. I 
know they'll give dependable operation, and GE's 
Customer Care? service is excellent. 

"GE' big variety of appliances is important to 
me, too. Like their double oven, drop-in units, oven 
with a cooktop and soon, including GE heating and 
optional central air conditioning. It gives my cus- 
tomers a choice and gives me flexibility in building. 

“Talsolike the new features GE comes along with, 
like the refrigerator with the ice cubes coming out 
of the door and the Potscrubber? dishwasher. These 
features help us sell houses. 

"My salesman, Rolf Wunder, has to talk to all 
kinds of home buyers. This is what he says: 

"When home buyers see the nationally adver- 
tised General Electric name, it gives them a feeling 


of confidence. If I have to sell a house to a couple, 
I may well sell the woman on the basis of what's in 
the kitchen. 

‘“Tf she sees up-to-date features on her appliances 
and she knows she can get service easily—should 
she ever need it— she's likely to figure that the rest 
ofthe house is of similar quality. And ifshe approves 
of the kitchen, she's more likely to accept my credi- 
bility as a salesman!” i 

General Electric is prepared to help single-fam- 
ily residential builders. Let us review your kitchen 
designs and plans. Or perhaps you want merchan- 
dising and advertising assistance. And remember, 
your appliances will be delivered where and when 
you need them. Your GE Contract Sales Rep will 
help you however hecan. You can reach him through 
your local GE Major Appliance Distributor. 


Over 25 years of consistent service to builders. 


GENERAL 


ELECTRIC 
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George R. Butler, Bloomington, Minn. 
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appliances in the kitchens 


THE SPIRIT OF SHENANDOAH PANELING. 
IT COMES THROUGH TO SELL HOMES FOR YOU. 


Lafayette Red 


When you choose Shenandoah® 


paneling for your houses and apartments, 


you've just bought yourself a built-in 
salesman. 

Because like all Weldwood® 
paneling, Shenandoah gives character to 
your rooms. And it sells. In fact, it's one 
of our biggest sellers. 

Stands to reason, too. When you 
consider the value you get for the price. 


Garrison Gold 
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Countryman Brown 


O 


Like, the Shenandoah adze texture that 
looks almost hand-hewn. Its wide range 
of decorator colors to choose from. Its 
durability. 

All this tells your buyer that you'll 
give him more than just surface 
treatment. That you care about details. 

And that's the stuff sales are 
made from. 

To see the wide variety of Weldwood 


Plymouth White Pewter Gray Buckskin Brown 


U.S. Plywood 
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Champion International Corporation 


the best known paneling in the business, 
call your local U.S. Plywood Branch Office. 

And to get a closer look at 
Shenandoah paneling, visit your local 
dealer. You'll see the kind of spirit that 
comes through. 


PANELING 
from U.S. Plywood 


Flaxen White Liberty Brown 


©1975 Champion International Corporation 
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With starts limping toward 
year's end at an annual rate of 
little more than a million, hous- 
ing advocates have begun to in- 
sist that a whopping 50% to 
100% increase is imperative. 

"But the real issue," Chair- 
man Oakley Hunter of the Fed- 
eral National Mortgage Assn. 
told the Senate Housing Sub- 
committee, "is not so much 
whether the needs are 1.8 mil- 
lion or 2.3 million (starts a year) 
but whether needs anywhere in 
this range can be met." 

That is, will the mortgage 
money be available to finance 
such an ambitious level of con- 
struction? 

And from what lending insti- 
tutions and at what interest 
rates? 

The Senate hearings, directed 
by Chairman William Proxmire 
of the Banking Committee, 
were intended to "develop data 
on housing and mortgage credit 
needs for the next five years." 

Pressure tactic. The hearings 
were also designed to: 

e Increase the build-more- 
housing pressure on the Pres- 
ident. 

e Air the view that some- 
thing—anything—should ^ be 
done to step up housing produc- 
tion. 

€ And propose a program—or 
go along with someone else's 
program—to restore signs of life 
to the industry. 

Proxmire noted for the record 
that the Federal Reserve Board, 
the crucial credit agency, had 
disregarded his request for an es- 
timate of what the goals should 
be. But he also noted that the 
Federal Home Loan Bank 
Board's response—which he 
said set out the Ford administra- 
tion's position—held that: 

e Numerical housing goals 
may very well be misleading. 

@ The way to shelter the poor 
is to give them an income and 
let them rent their own hous- 
ing—not build special housing 
that they find themselves un- 
able to rent. 

Criticism of concept. The 
board noted that housing goals 
“have served the purpose of mo- 
bilizing public opinion . . for 
needed housing programs" but 
said that “any quantification of 
goals should be directed at 
households that, for one reason 
or another, require government 
assistance." If deficiencies in 


the housing stock are the prob- 
lem, the HLBB said, then “hous- 
ing policies need to be oriented 
at least as much to improving 
and using more effectively the 
existing housing stock as to add- 
ing new units." 

HUD supplied a 40-page state- 
ment, "Estimated U.S. Housing 
Needs to 1980," and it likewise 


The National Association of 
Home Builders came up with an 
estimate of 2.8 million starts as 
an average yearly housing re- 
quirement. That would trans- 
late into 2.3 million conven- 
tional starts if mobile homes ac- 
count for one-fifth of the pro- 
duction, as they have in the past. 

Weicher admitted that "goals 


HUD's estimate of U.S. housing needs is available from the Senate's housing 
subcommittee, 5228 DSOB, Washington 20510. Send address label. 


devoted many pages to explain- 
ing why "the pursuit of a rigid 
numerical housing goal" was 
apt to be useless and perhaps 
even counterproductive. 

The big numbers. HUD sent 
up its chief economist, John C. 
Weicher, to discuss four projec- 
tions based on estimates of fam- 
ily formation. 

HUD's "main-trend" require- 
ments are those considered 
most likely to reflect actual 
needs. They called for 6.1 mil- 
lion single-family and 4 million 
multifamily units over five 
years—plus 1.1 million mobile 
homes. That's 2 million conven- 
tional starts a year—plus addi- 
tional starts to replace an esti- 
mated 1.5 million substandard 
units by 1980. 


may be reasonable where we 
have no up-to-date information 
on housing quality. But as up-to- 
date information actually shows 
how many substandard units 
there are and where they are, he 
said, "I think the production 
goal may not be particularly 
necessary." 

Pro-goalsmen. There were 
critics who disagreed with 
HUD. Among them were Henry 
Schechter, the AFL-CIO hous- 
ing economist; John Kokus Jr., 
an American University profes- 
sor representing the NAHB; 
Leon Weiner, a former NAHB 
president; Morton Schussheim 
of the Library of Congress and 
Arthur P. Solomon of the MIT- 
Harvard Joint Center for Urban 
Studies. Their consensus was 
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GEORGIA’s BLACKBURN 
Chosen to regulate S&Ls 


President Ford has nominated 
Ben B. Blackburn, a former 
Republican congressman from 
Georgia, as chairman of the Fed- 
eral Home Loan Bank Board. 

The board regulates the 2,060 
federally chartered savings and 
loan associations. 

On confirmation by the Sen- 
ate, Blackburn, 48, would suc- 
ceed Thomas R. Bomar, 38, who 
resigned in June to become pres- 
ident of the American Savings & 
Loan Assn. in Miami. 

Blackburn served four terms 
in Congress but was defeated 
last year by a Democrat. 
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A numbers game again—but does it mean anything? 


that establishment of a goal 
"represents a commitment by 
the government to housing." 

Schechter, whose analysis in- 
dicated that 500,000 subsidized 
starts are needed each year for 
the next five years, said that 
"the annual housing survey will 
help." But he added that bidding 
for funds is the key. 

"The competition," he ex- 
plained, "is between the hous- 
ing consumer and the con- 
sumers of other goods and ser- 
vices who are willing to pay 
more for money." 

"Unless we get away from let- 
ting funds be allocated to bid- 
ders as we have before," 
Schechter said, "we will stay 
pretty much in the same posi- 
tion in housing as we did be- 
fore." 

$65 billion a year. Hunter cal- 
culated that to support 2.3 mil- 
lion starts a year for five years— 
and allowing for a steady 10% a 
year inflation in house prices— 
an average of $65 billion a year 
in new mortgage money (or $110 
billion in all) would be required. 
He warned that with inflation, 
"these figures cannot be at- 
tained. Under conditions of 
credit stringency, we are not 
likely to achieve even a modest 
figure such as $30 billion." 

"The shortfall of mortgage 
credit could be as much as $40 
billion,” Hunter cautioned, 
“and it may not be possible to 
extract such an amount from 
the general credit markets . . . 
Some borrowers are going to be 
forced from the market and the 
housing finance agencies may 
be the victims—for there is little 
purpose in borrowing funds 
which cannot be lent out at 
going market rates." 

FHA chief's view. David S 
Cook, the new FHA commis- 
sioner, submitted a statement to 
the committee. He said mort- 
gage money for the next five 
years "is likely to come pri- 
marily from the same lender 
groups that have supplied these 
funds in the past." He concluded 
that “the only way the federal 
government can help assure an 
adequate flow of mortgage 
credit for housing at reasonable 
cOst...isto return the nation's 
economy to a course of stable, 
non-inflationary growth.” 

—DoN LOOMIS 
McGraw-Hill World News, 


Washington 
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WINDOW PAINS. 


Fuel savings. 


Beneath Perma-Shield Gliding Windows' vinyl sheath lies a 
wood core, one of nature's best insulators. And with double-pane 
insulating glass, Andersen Windows can reduce conducted 

heat loss by up to 35% (compared to single-glazed windows 
without storms). 


Security. 


Spring-loaded rods provide positive locking of window 
at top and bottom. Factory installed, with attractive 
operating handle. 


Snug-fitting design. 
Andersen Windows are two times tighter than industry 


air-infiltration standards. To help seal out drafts, help save on 
heating and cooling bills. Weatherstripping is rigid vinyl, factory applied. 


No storm window bother. 


Double-pane insulating glass provides a major 
part of the fuel-saving benefits of single-glazed 
windows with storm panels. And the convenience 
of only two glass surfaces to clean instead of four. 


Easy installation. 


Perma-Shield Gliding Windows come completely 
assembled. No hardware to apply or lose. Continuous 
installation fin eliminates need for separate flashing 
on frame wall construction. Easy to install in all types 
of wall construction. 


5022 Copyright © Andersen Corp., Bayport, Minn. 1975 


NEWS/POLICY 


HUD to rescue today's new towns, may let tomorrow's sink or swim 


Looking at the current state of 
the new communities program 
launched in 1968 and now 
backed by a federal commit- 
ment to some $354 million in 
privately-issued bonds, Republi- 
can Congressman Bill Frenzel 
of Minneapolis summed up: 

“The developers have taken 
their bath, the financiers are be- 
ginning to take their bath, and 
HUD is going to have to take its 
bath." 

Frenzel was speaking from 
knowledge of two new towns in 

the Minneapolis area that are 
nearly broke. Both are backed by 
$4.5 million in federally-guaran- 
teed bonds. 

Frenzel was one of nearly 30 
witnesses—developers,  bank- 
ers, mayors, planners, professors 
and state and federal officials— 
heard from during three days of 
critical questioning by the 
House housing subcommittee. 

‘Program not working.’ The 
committee heard the gritty de- 
tails that dramatized what Rep. 
Thomas L. Ashley (D., Ohio) 
said at the outset: "Almost all 
(the new towns] are suffering 
grave financial difficulties . . . 
The program is in deep trouble 

. . . The program is not work- 
ing." 

From Melvin Margolies, act- 
ing administrator of the pro- 
gram since the sudden resigna- 
tion of Otto Stolz as the hearings 
were about to begin, the com- 
mittee won at least cautious as- 
surance that HUD would do 
what it could to keep afloat the 
13 towns backed by federally- 
guaranteed bonds. None, HUD 
officials said, is near foreclosure, 
and it became clear at the hear- 
ing that foreclosure would be 
avoided if possible. 

But eight of the 13 are "out of 
cash or shortly will be," Margo- 
lies told the committee, because 
of "inflated costs, faster spend- 
ing and lack of revenues." 

Clouded future. As to the 
future of the program—and 
whether applications from addi- 
tional developers will ever be ac- 
cepted again 一 Margolies was 
noncommittal. He said merely 
that HUD "still has an open 
mind." 

Before the hearings began, the 
pattern of HUD's future support 
became apparent in the deal that 
was negotiated to bring new 
management and money into 
Jonathan, Minn., 20 miles out- 


side Minneapolis. Jonathan, the 
first federally-backed new town, 
sold the first of its $21 million 
of guaranteed bonds in October 
1970. 

How HUD helps. Jonathan’s 
creditors have approved a refi- 
nancing plan drawn by HUD of- 
ficials and Philadelphia’s Land- 
tect Corp., which is to become 
the majority shareholder in Jon- 
athan. The deal: 

€ Each dollar in new equity 
added by Landtect or of debt 
postponed by a creditor will be 
matched by HUD with new- 
grant money up to $4 million. 

* HUD will defer and capital- 
ize half of the fees it charges Jon- 
athan for guaranteeing its 
bonds—about $50,000 per year. 

* HUD will defer and capital- 
ize all interest payments due on 
the $21 million of bonds for up 
to five years by paying the debt 
service out of HUD's new-com- 
munities revolving fund. 

e Landtect will invest $1.25 
million in Jonathan and assume 
its $35 million in assets and li- 
abilities. 

Others in line. Something like 
this package is what other trou- 
bled new towns are about to get. 
Among those on HUD's list are 
Park Forest South, near Chi- 
cago; Riverton, near Rochester, 


New-Town LEAGUE's GROSS 
Urges more federal assistance 


N.Y.; Flower Mound, near 
Dallas, Tex.; Cedar-Riverside, 
the new-town-in-town in Min- 
neapolis; and Gananda, near 
Buffalo, N.Y. 

The hearings were marked by 
developers charging HUD offi- 
cials with mismanagement and 
foot-dragging, HUD officials 
charging that developers exer- 
cised little control over expendi- 


tures, and a developer contend- 
ing that HUD reneged on its 
promises to him and that the 
basic problem is “a policy deci- 
sion at a top level” of the Nixon 
and Ford administrations that 
the new-community program 
"is something they don't want." 

Charge and counter. James D. 
Wilson, whose Interstate Gen- 
eral Corp. is developing St. 
Charles in Maryland, near 
Washington, spoke of the $6 
million of equity he had put into 
the project and listed promises 
he said HUD had broken. 

"| was naive," he said, and he 
argued that, if he had known 
how the government would 
handle the program, "I would 
never have gone into it." 

Margolies countered Wilson's 
testimony, under questioning 
by Rep. Garry Brown (R., Mich.). 
Margolies cited figures that, he 
said, showed that Wilson "got 
more cash for his other com- 
panies out of the new communi- 
ties program than he put into 
ا‎ 

A spirited defense of new 
towns was made by James W. 
Rouse, developer of the pri- 
vately financed new town of Co- 
lumbia, Md. Rouse said it would 
be "inexcusably reckless and ir- 
responsible" for the federal gov- 
ernment not to promote new 
towns as an alternative to urban 
sprawl. 

Bank for new towns? Rouse 
suggested that a new-commu- 
nity bank might be created to fi- 
nance new towns. He agreed 
with the suggestion of Rep. Le- 
nore Sullivan (D., Mo.) that such 
a bank might be designed some- 
thing like the Reconstruction 
Finance Corp. of the 1930s. 

John B. Turner, president, 
Friendswood Development Co., 
Houston, which has two pri- 
vately-financed towns under 
way, said his company was un- 
likely to try such projects again. 
Clear Lake City/Bayport, begun 
in 1963, “will break even this 
year" on a cumulative basis, he 
said, but Kingwood, begun in 
1969, "has not yet reached the 
break-even point." 

Reston's woes. Turner and 
other developers, including 
James W. Todd, president of 
Gulf Reston Inc., indicated that 
if they had it all to do over again, 
they wouldn't. 

Todd said that privately-fi- 
nanced Reston, in Virginia, was 
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hampered by a local sewer mora- 
torium which Reston fought in 
court and defeated. But he said 
the delay cost Reston $10 mil- 
lion to $20 million in sales. The 
Reston staff has been cut in half 
this year, Todd said, and the 
firm is "hoping to be financially 
successful again by the end of 
1976." Another delay, Todd 
said, "would be a death blow." 

Rouse said Columbia's own 
refinancing has been "re-set" 
and added: "We're in no finan- 
cial jeopardy." Even with con- 
servative economic projections, 
he said, Columbia will pay all its 
debt, interest on its debt and a 
profit. 

Changing times. Lester Gross, 
president of Harbison, near Co- 
lumbia, S.C., and president of 
the League of New Community 
Developers, pointed out that the 
new towns "were launched dur- 
ing a bullish period when hous- 
ing starts averaged 2.5 million 
starts a year. Financial projec- 
tions approved by the New 
Communities Administration 
generally presumed stable eco- 
nomic conditions and that infla- 
tion would equally affect costs 
and revenues." 

Ashley, at another point dur- 
ing the hearings, said he had 
seen some of the appraisals used 
to support new-town applica- 
tions to HUD and "all those ap- 
praisals were high." Of a new 
town proposed for the Toledo 
area, he said the population 
growth projections "were un- 
supportable" and the sales pro- 
jection "incredibly exaggerated 
... I was shocked at what was 
accepted in this regard." 

Gross said that, among other 
things, HUD should waive in- 
terest payments on bonds for 
five years; Congress should give 
new towns a priority as loca- 
tions for federal buildings and 
installations; community 
block-grant funds should be spe- 
cifically allocated to new towns. 

Gross said new towns haven't 
had a fair test since the program 
"has only been partially imple- 
mented." 

Floyd B. McKissick, head of 
Soul City, N.C, may have 
struck a consensus when he 
said: "I could live with the law 
as it is if that law is adminis- 
tered and administered on 
time." 一 DON Loomis 


McGraw-Hill World News, 
Washington 
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Installing vinyl siding is 
less. 


a 


something 


“We figured it would be tougher to install 
vinyl siding. But we wanted to try it anyway. 
We felt home owners would be interested in 
what we were doing for them. Less maintenance, 
with jobs like painting eliminated.” So says 
Donald E. Burtchin, Vice President, Koch 
Distributors, Sandusky, Ohio. 

Russell Carpenter, who installs siding for 
Koch, says, It came as a surprise when I 
found installing vinyl siding is just as easy as 
any other. In some ways, easier." 

The siding they're talking about is made of 
Geon? vinyl. B.F.Goodrich Chemical Company 
makes Geon vinyl, which other companies 
use to manufacture siding. We've printed a 
new booklet that tells how to install vinyl 
siding. Send the coupon for your free copy. 


4. Trim sides and tops of doors and windows with J 
channels or window /door caps. Installation of siding 
panels now begins. 


8. To fit a panel under a window, cut undersill trim 
the width of the opening and nail in place. Crimp the 
under window portion of panel with snap lock punch. 
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1. Check to see that all sidewalls and base are level 
and plumb. Snap chalk line for the starter strip. 


5. Snap bottom panels into the starter strip and nail. 
Backer board can be used for extra insulation. 


9. Slide the panel into the undersill trim. Installation 
of the top course follows a similar procedure. 


so easy, its a shame to accept 


2. Install all inside and outside corner posts. Leave 1$" 3. Position starter strip with top edge on ci chalk line. 


at top. Finish nailing every 10" to 12" in the center Do not nail too tight; stop when hammer head 
of the slots. touches edgen of £ nailing, stripes 


TEPA 


6. Obstructions, such as faucets, are easily passed. Cut 7. Overlap panels by 14 of the factory pre-notched 
a slot, using tinsnips, in one end of the siding panel. cutouts. Leave J inch space between the nailing strips. 


| B.F.Goodrich Chemical Company 
| Dept. H-35, 6100 Oak Tree Boulevard 
| Cleveland, Ohio 44131 


Please send free copy, "How to install vinyl siding.” 


Company 


Address Or Box Number 


10. When installation is completed, wipe clean with B.E Goodrich Chemical Company 


mild detergent solution and you have a vinyl 3s 
clad house that will stay beautiful for years. BEGoodrich 
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NEWS/MOBILE HOMES 


Mobile-home men try a comeback with builder's house look-alikes 


Can you see it? A mobile home 
on the cover of House Beautiful 
or American Home magazine? 

It could happen—or so the 
manufacturers maintain. 

That's not to forget a cataclys- 
mic two years. Mobile-home 
shipments plummeted 42% in 
1974 to the lowest level since 
1968, and first-half shipments 
for 1975 fell 46% below the 
same period for 1974. 

But the manufacturers remain 
smilingly optimistic. Their 
logic is straightforward: If a mo- 
bile home looks like a house, 
can be financed like a house and 
yet costs less than a house, then 
buyers will buy it instead of a 
house. 

“Of course the mobile home 


business sees better times 
ahead," said Julia Herron, an of- 
ficial of the Manufactured 


Housing Institute in Chantilly, 
Va. "As the cost of site-built 
housing continues to rise, we 
keep thinking that surely the 
person who can't afford a house 
will buy a mobile or manufac- 
tured house." 

Price advantage. Several lead- 
ers in the industry agree that the 
mobile home's hour has come, 
what with the average conven- 
tional house costing $40,000. 
That price is beyond the reach of 
nearly 85% of the nation's 
households. The big question 
still is, however, whether 
buyers, zoning officials and 
lenders see as much "house" in 
the mobile home as the manu- 
facturers do. 

But the mobile home industry 
is working on that. Its trade 
group has changed its name 
from the Mobile Home Manu- 
facturers Assn. to the Manufac- 
tured Housing Institute to shed 
the gypsy-trailer image that has 
followed the industry since 
World War IL. And manufac- 
turers are presenting customers 
and financial intermediaries 
with new design and con- 
struction concepts, all in an at- 
tempt to demonstrate that a mo- 
bile home is more house than 
trailer. 

The double-wide. One of the 
most promising gambits is the 
multisectional mobile, or dou- 
ble-wide. The 24-ft.-wide units, 
twice the size of a conventional 
mobile, account for 2896 to 3096 
of sales and offer 1,500 sq. ft. of 


shelter at an average price of 
| $13,650 (not including land). 
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“We have a product that 
should have the confidence of 
the zoning and planning man," 
said William Weide, president of 
Fleetwood Enterprises of River- 
side, Calif. and chairman of the 
MHI, “but we still have to con- 
vince him of the architectural 
concepts that are possible." 

The effort to convince plan- 
ners of the architectural merits 
of mobile or manufactured 
housing has already led Fleet- 
wood and other companies to 
imitate the look of conventional 
housing wherever possible. 

"We have the capabilities 
now to construct overhangs and 
shake roofs," Weide explained. 
" And we've sold some double- 
wides to developers without ex- 
teriors so that they can finish 
them as they desire." 

Double garage, too. Fleetwood 
has set up a 1,750-sq.-ft. double- 
wide on a landscaped lot at its 
Riverside headquarters. The 
unit has a double garage at- 
tached. Weide says the combi- 
nation resembles a site-built 
house so closely that “not one in 
100 people can tell it's nota site- 
built home." 

At a delivery price of $12 to 
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aspects of the conventional 
house is Champion Home 
Builders of Dryden, Mich. One 
of the top three mobile produc- 
ers in volume, Champion 
claims to be the only manufac- 
turer now using conventional 
drywall in all units. 

Jerry Kennedy, director of ad- 
vertising, says drywall on both 
walls and ceilings renders 


Champion’s mobiles fire safe 
and increases soundproofing of 
both interior and exterior walls 
by 50%. And drywall is twice as 


Bees 


Can you tell? Fleetwood bets that not one person in 100 can tell this isn’t 


a site-built house. It is a double-wide mobile with double garage. Doubles, 
at $8,000 to $25,000, made up 22% of industry’s sales in 1974. 


$13 per sq. ft., Weide says, the 
home is built to the minimum 
California property codes. 

"Riverside's zoning and plan- 
ning people are interested in it," 
he said. "We've shown we can 
meet the codes and we are al- 
ready able to place units on lots 
in Georgia, Alabama and Missis- 
sippi in compliance with the 
Southern Building Code Confer- 
ence. For from $400 to $500 
more per unit, we can meet any 
zoning requirement." 

A better product. Another 
manufacturer that is imitating 


heavy as plywood, he said, mak- 
ing the drywalled mobile home 
22% heavier and more wind- 
gust resistant. 

The manufacturers claim that 
the imitation of conventional 
housing construction with 
drywall inside, permanent floor- 
ing designs that will make posi- 
tioning of units over basements 
routine, and various other 
house-like architectural accents 
all are making mobile homes a 
viable alternative for planners 
and purchasers. This progress 
will be encouraged, they say, by 


new HUD construction stand- 
ards for mobile homes and by 
legislation such as Senate bill 
848, which seeks to increase the 
amount of FHA mortgage 
money that can be loaned on 
mobile homes to a maximum of 
$27,500, including the lot price. 

Depreciation issue. “The fact 
that the land will be included in 
the financing package is impor- 
tant," said Weide, "because 
when a home is wedded to land 
it becomes true real estate. The 
popular distortion that mobile 
homes depreciate like autos 
rather than appreciate like 
homes will be exposed for the lie 
that it is." 

Weide and Kennedy predict 
that by 1980 mobile homes will 
have made substantial inroads 
not only into near-city suburban 
communities but into urban 
centers. 

"Of the single-family houses 
under $20,000 without real es- 
tate, 90% are already built in the 
factory," Weide pointed out. 
"Over the next ten years Ameri- 
cans will need 23 million new 
housing units, 20 million of 
which will be single-family. 
Manufactured housing will ac- 
count for half of that." 

Chairman Arthur J. Decio of 
Skyline Corp., Elkhart, Ind., the 
largest manufacturer, assesses 
the industry's chances for a 
comeback in these terms: 

"Mobile homes are housing 
and as such are not immune to 
the conditions that depress the 
housing industry. Consumer 
confidence is the barometer that 
will signal the turnaround for 
housing in general and mobile 
homes in particular." 

一 MIKE KOLBENSCHLAG 

McGraw-Hill News, Chicago 


D4000 


THE BEST SECURITY LOCK MONEY CAN BUY! 


THE SECRET OF WEISER SECURITY— 


THIS LOCK IS SOLIDLY ATTACHED TO THE DOOR BY TWO 14” 
HEAT-TREATED STEEL BOLTS. THESE BOLTS PASS THROUGH A 
SOLID STEEL PLATE OR THE INNER CYLINDER AND THREAD 
DIRECTLY INTO THE BACK OF THE OUTER CYLINDER. 


PLUS: 


A full 1" projection dead bolt with a free-turning, 1⁄4” thick, hardened 
steel roller to prevent attack by hack saw. 


Heavy, solid brass, free turning cylinder guard ring prevents gripping 
or twisting. 


Solid, vandal proof construction, and three different functions: Cylinde 
deadlock with blank inside plate, locked by key from outside only. 

A double cylinder deadlock that can be locked from either side. Last a 
single cylinder deadlock with a thumb turn inside. 


Only Weiser D4000 Series locks give you this complete security . . . 
D4000 — the best security lock money can buy! 


WEISER LOCKS 


DIVISION OF NORRIS INDUSTRIES 


4100 ARDMORE AVENUE, SOUTH GATE, CALIFORNIA 90280 
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Breakthrough in laundry-room design 


Introducing the Maytag-equipped 
It can cut your costs, while giving 
comparable to a home laundry. 


Everything's grouped in a functional 
cluster like in a home laundry room, 
with a dryer for every washer. 


Save up to 40% to 50% on gas 
with the new Maytag D21 Dryer, compared to 
regular 3O-Ib. dryers. 


Another "first" from the depend- 
ability people, to help you cope with 
the space and money crunch. 

The exclusive new Maytag- 
equipped Home Style Laundry con- 
cept puts the cost-cutting modular 
principle to work for you. In small 
space, with a small investment, you 
can provide tenants with a totally 
unique laundry with a homelike at- 
mosphere and step-saving conve- 
nience, plus equipment designed 
for optimum care of all fabrics. 

And look at the possible advan- 
tages for you compared to tradi- 
tional laundry rooms: Lets you use 
areas never before practical for a 
laundry installation. Smaller space 
required. Smaller initial investment. 
Lower overall cost. Lower operat- 
ing cost. More profit per square 
foot. All-Maytag equipment for de- 
pendability and tenant satisfaction. 

Mail the card now for the free 
facts. No postage needed. 
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home style Laundry. 
tenants comfort and convenience 


Flexibility is the keynote of the Maytag-equipped Home Style Laundry. Washers and dryers can be arranged in a variety 
of configurations to fit your needs. Lets you use areas never before practical for a profitable self-service laundry installation. 


P 


2x2 CORE pee 4x4 CORE 4 x 4 CORE 


Made possible by the energy-saving new D21 Maytag Dial-A-Fabric™ Dryer. 


The heart of the Maytag-equipped Home Style Laundry 
is the exclusive Maytag D21 Dryer. It's actually two 
single-load dryers stacked one on top of the other. 
Each is functionally independent of the other. 


| 
| | § Two Saves space 
es This space-saving innovation permits functional group- 
| | i separate ing of washers and dryers in a small area, with a dryer 
* for every washer, a convenience your tenants will like. 


AN 6 dryers Another thing they'll like is that the Maytag D21 Dial- 


A A-Fabric™ Dryer lets them dial a scientifically pro- 
Y in grammed cycle for any dryable fabric, just like famous 
B half Maytag Dial-A-Fabric™ Washers. 
سس‎ d Big energy savings 
SS the Of course, you'll appreciate the important energy sav- 
paa چک‎ ings. The new Maytag D21, with both units operating, 
a space can save you 40% to 50% on gas compared to regular 
30-Ib. dryers. It can save you 20% to 30% compared to 
of 30-Ib. dryers with electric ignition, factory-built heat re- 
claimers and lowered Btu input. The electric model uses 
: one only half as much electricity as 30-Ib. electric dryers. 
You'll also appreciate the dependability built into 
Hu large every rugged inch, and the easy maintenance made 
1 possible by complete up-front service access. 
| dryer. The new D21 Maytag Dial-A-Fabric™ Dryer comes in 


your choice of coin or exclusive ticket-operated models 
which use an electronic ticket, thus helping avoid coin 
box problems and improving security. 


AG 


THE DEPENDABILITY PEOPLE 


THE MAYTAG COMPANY, NEWTON. IOWA 50208 
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San Diegos champion of slow growth wins in a landslid 


San Diegans, sending Pete Wil- 
son back for a second four-year 
term as mayor, also sent politi- 
cians a message: Middle-class 
America can be as concerned 
about environment as the 
campus intellectual—with a lot 
more clout. 

Wilson, at 42, had gained na- 
tional attention as a champion 
of ordinances to prevent the 
"Los Angelizing" of his city. An 
ex-Marine riding an image of in- 
tegrity as a reformer, he de- 
fended strict land-use policies 
against pro-developer candidate 
Lee Hubbard, 47, a contractor 
and councilman. 

Wilson (salary: $20,000), 
spent only $80,000 to Hubbard’s 
$120,000 and won by a land- 
slide—61.7% of the vote to Hub- 
bard’s 31.8%—thus avoiding a 
runoff. (Three other candidates 
accounted for the rest.) Wilson 
and Hubbard are Republicans, 
but California mayoralty elec- 
tions are non-partisan. 

The two sides. Wilson ran on 
a promise to continue to control 
growth to avoid  leap-frog 
sprawl. His credo is that new de- 
velopment should pay for itself 
without requiring tax increases, 
should locate in urbanized areas 
and should benefit the inner 
city. 

Hubbard advocated relaxed 
development restrictions. He ar- 
gued that slow-growth policies 
have stagnated San Diego's 
economy, cost construction jobs 
and created a housing shortage. 

Now California politicians 
are saying that Wilson, in ap- 
pealing to middle-class in- 
stincts, sees the wave of the fu- 
ture. They also insist that his 
victory will have an impact on 
statewide politics. As leader of 
the second city (population 
770,344), he is in position to run 
for governor in 1978. 

Says Wilson: "One year is a 
long time in the business and 
two are an eternity." 

As long ago as 1972, Wilson 
warned on taking office that re- 
mote city developments do not 
pay for themselves. In this year's 
race he made sprawl an environ- 
mental issue and zeroed in on 
the taxpayer's pocketbook. He 
cautioned that services for 
fringe tracts increase property 
taxes. 

Builders concern. Mike 
Durick, vice-president of the 
Building Contractors’ Associa- 
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Victory wave of San Diego's Pete Wilson. He was opposed by developers. 


tion of San Diego, says builders 
thought the race would be much 
closer. 

“I blame the cost-of-develop- 
ment issue and the total lack of 


economic understanding," 
Durick said. "People think new 
development increases their 


taxes when in fact it works in 
reverse. It helps spread the tax 
base. With lack of development, 
there's an increase in real estate 
values that—because we assess 
taxes on a market value basis— 
merely increases taxes. 

Wilson denies that he wants a 
no-growth policy. 

“Our role is to accommodate 
pressures for growth and see 
that it occurs when and where it 
makes sense," he explains. “De- 
velopers are not responsible 
under the law for making land- 
use decisions; local elected offi- 
cials are. Much of the anger 
directed at developers should 
more properly be aimed at local 
officials who faulted on what 
was their decision and instead 
allowed the more important 
land-use decisions to be made by 
the marketplace." 

"Tax' on builders. Early in his 
first term, Wilson and the city 
council sought a moratorium on 
buildingin the Mira Mesa subdi- 
vision, then spreading through 
the vast open land between San 
Diego and Rancho Bernardo, sit- 
uated at the city's northern 
limit. The moratorium was 
averted but the precedent-set- 
ting ordinance 600-10 went into 
effect. It required that builders 
provide public facilities, includ- 
ing schools, along with their de- 
velopments. This worked out so 
that Mira Mesa's builders had to 
contribute $700 per student for 
school facilities. 


Another ordinance, 600-18, 
set growth priorities and insti- 
tuted a city-wide plan for phased 
development. Ordinance 600-19 
encouraged balanced commu- 
nity development with a mix of 
low to moderate housing. 

The city council also rezoned 
40,000 outlying acres from resi- 
dential or commercial to agri- 
cultural. The action forced 
developers to seek rezoning in 
order to build. 

Charge of hypocrisy. Candi- 
date Hubbard called the city's 
stand on creating development 
within urbanized areas hypo- 
critical. 

"The council imposes puni- 
tive fees for parks, utilities and 
schools within the urbanized 
areas where these amenities al- 
ready exist," he contends. "By 
abuse of downzoning and these 
fees, the city really has a no- 
growth position within our 
inner city. The council actually 


forces urban sprawl, while 
piously condemning it to the 
public." 


Normally the BCA doesn't en- 
dorse candidates for a primary 
election. But this time its politi- 
cal action committee unani- 
mously backed Hubbard. Still, it 
reports: “It’s not easy to oppose 
Pete Wilson, whose articulate 
style, good looks and charm 
make him a formidable candi- 
date." 

Continuing dispute. The 
BCA’s election report expressed 
concern about Wilson's efforts 
to discourage development ev- 
erywhere except within the ur- 
banized city and it charged: 

"Wilson has done virtually 
nothing to enable the home- 
building industry to implement 
his desire for central-city devel- 


opment. Talk and reports 
abound but action is nil." 

Wilson says he's willing to ex- 
plore ways to make marginal ur- 
banized sites economically at- 
tractive. This includes assis- 
tance with land assembly, relax- 
ing of building or fee require- 
ments—or through other meth- 
ods advanced by the building in- 
dustry. 

A fading issue. In actuality, 
San Diego's bugaboo about 
growth may now be a cause for 
lesser concern. Growth has been 
leveling. Population rose 4 
from 1940 to 1950 and increased 
86% in the next decade. But 
from 1960 to 1970 the advance 
was only 32%, and the gain is 
expected to be at or below 32% 
for the 1970s. 

Still, San Diego is the 
country's ninth most populous 
city and the fifth largest in area, 
spreading over 320 square miles. 
The Navy, tourism and 
aerospace are leading industries. 

Building activity. Housing is 
running at the annual rate of 
2,712 units, about 58% of that 
single family. This compares 
with 3,800 last year, when con- 
struction was hard hit by a 
strike, and 6,800 in 1973. The 
recent peak was 19,700 units in 
1971. 

Construction employment is 
21,300, up 32% from a year ago 
but still substantially below 28,- 
400 in 1973. 

While the growth dispute 
simmers, builders are fighting 
on another front. Voters passed 
an initiative in 1972 imposing a 
30-ft. height limit on structures 
built along the city's coastline, 
except for downtown. (Wilson 
took a neutral position.) Builder 
groups have gone all the way to 
the U.S. Supreme Court to try to 
nullify the restriction. 

One builder breakthrough 
came early this year, however. 
The city council—reversing a 
vote taken last year—approved 
development of North City 
West, with 4,800 acres and pro- 
posed housing for 40,000 people. 
The proposal would set up an as- 
sessment district, where land- 
owners could assess themselves 
for capital costs needed to pay 
for necessary public facilities. 
The courts still have to rule on 
this financing vehicle. 

—BARBARA LAMB 
McGraw-Hill World News, 
Los Angeles 


You knew we could 


open garage doors... 
but did you know we could 


close sales? 
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automatic garage door opener systems 
. .. by Alliance 


The garage door picker upper becomes the sales picker upper! 


A Genie in the garage tells potential home buyers a lot about you...and a lot 
about the house. It shows your concern for their comfort, convenience, and it 
says that you use nothing but the best when you build. Genie complies with all 
U.L. standards, and Genie offers Cryptar —the radio control system with 1440 
different frequencies. Genie has no belts or pulleys. Control units are solid 
state and comply with all FCC regulations. Choose from three decorator- 
designed models, all complete with automatic lighting, automatic reverse if the 
door contacts an obstruction while closing, external limit switches and thermal 
overload protection. Call your local Genie dealer for complete details. 


Opens the door. . .turns on the light. . .closes the door. . .turns off the light 


Gy The ALLIANCE Manufacturing Co., Inc., Alliance, Ohio 44601 
® 


A NORTH AMERICAN PHILIPS COMPANY 


Maker of the famous antenna rotator... Alliance Tenna-Rotor" “TVs Better Color Getter!” 
“1975 The Alliance Mfg. Co. 
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Our Colorside 
guarantee is still 
going strong. 


Colorside: the four-year-old siding 
with a five-year guarantee. Our five- 
year Colorside guarantee has been 
protecting builders since we first 
introduced Colorside in 1971. 
Protecting them against blistering, 
peeling, cracking or checking. 


And since we've covered over 
34,000 units since 1971, Colorside's 
reputation as the leading low-cost lap 
is built on pretty solid ground. 


And on solid success, too. Colorside 
was the first hardboard siding with a 
five-year guarantee . . . three years 
longer than what your portion of the 
Home Owners Warranty program 
requires. It was the first low-cost 
hardboard siding to offer a smooth 
face in four prepainted colors. The 
first to offer a color-matched 
automatic nailing system. The first 
with the thermo-set acrylic finish. 


This year: new reveille yellow — 
a real wake-up color—makes our 
selection of prepainted 16’ lengths 
more colorful than ever. Plus a 
guarantee on the finish that'll carry 
you from now to 1980. 


Colorside: we're Number One. 


Boise Cascade 
Building Materials Group 


Colorside Insulite Siding 5 Year Guarantee 


Boise Cascade Corporation guarantees Colorside 
factory finished siding against blistering, peeling, 
cracking or checking visually apparent under normal 
inspection for 5 years from the date of installation. 


If inspection by Boise Cascade reveals that Colorside 
failed under normal conditions within such time, Boise 
Cascade will make an adjustment limited to cost of 
refinishing the siding involved, or at the option of 
Boise Cascade, will provide uninstalled Colorside 
siding in replacement of the amount found to be 
defective. This guarantee does not cover color fastness 
or chalking, nor does it cover damage from physical 
forces other than ordinary weathering. 


AII claims under this guarantee must be made in 
writing to Boise Cascade within the guarantee period 
and authorization must be received prior to the 
beginning of any repair work. This guarantee is for 
material only; it does not apply to defects resulting 
from installation and is valid only if Colorside 
accessories, or their equivalent, are used in compliance 
with the installation instructions. This guarantee is 
valid only if the Guarantee Certificate is filled out and 
signed by the property owner and received in Boise 
Cascade within thirty days after installation. This 
guarantee covers all liabilities of Boise Cascade. No 
other guarantee is expressed or implied. 


Boise Cascade's sole responsibility is as stated herein, 
and it shall not be liable for consequential, indirect or 
incidental damages. 


BOISE CASCADE 
BUILDING MATERIALS GROUP 
P.O. Box 2885, Portland, Oregon 97208 
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NEWS/PEOPLE 


Builder Bob Grant leaves Santa Anita Inc. after $ 


Robert H. Grant and Richard L. 
Owen have resigned from the 
Robert H. Grant Corp. of New- 
port Beach, Calif, the home- 
building subsidiary of Santa 
Anita Consolidated Inc., and 
plan to form their own develop- 
ment and housing company. 

Grant was chairman and chief 
executive and Owen was pres- 
ident and chief operating officer. 
Grant also resigned as vice pres- 
ident, real estate, of Santa Anita. 
Together they own about 25% 
of Santa Anita's stock, which 
they obtained when Santa Anita 
acquired Grant Corp. in 1970. 

Grant said he and Owen re- 
signed because the parent 
"wanted to wind down the 
operation and we wanted to ex- 
pand it. They wanted to close 
down the Hawaiian division, 
which is probably one-third of 
the business, and we could see 
no future staying on because it 
would be just a housekeeping 
job for the next year." 

Losses. Santa Anita, a diversi- 
fied racetrack operator with 
headquarters in Los Angeles, re- 
ported a net loss of $7 million for 
the year ended June 20. All of 
that was accounted for by the 
Grant subsidiary, which had a 
loss of $10 million. Of the $10 
million, $3 million was an 
operating loss. Grant pointed 
out, however, that $4.1 million 
was a write-off resulting from a 
change in accounting proce- 
dures and that $2.9 million was 
due to a write-down in land val- 
uation. 

"Last year we decided to bite 
the bullet, but this year we will 
probably be profitable," he said. 
“We made about $300,000 net in 

1970 and had net profits of $1 
million in 1971, another $2.5 
million in 1972 and $2.6 million 
in 1973. There was a slight loss 
in 1974, but overall the business 
has been profitable." 

Grant said the company 
would probably build about 900 
units in California and in 
Phoenix, Ariz. and Tampa, Fla. 
in the year ending next June 30. 
In Hawaii the company has land 
for about 1,000 units. 

Santa Anita's position. Royce 
B. McKinley, executive vice 
president of Santa Anita, said 
the company would like to cut 
costs by selling off excess land. 

"We had some policy dif- 
ferences on the way the opera- 
tions of the Grant unit should be 


Li 


SANTA ANITA’S GRANT 
Expansionist makes an exit 


conducted," he said. "We need 
to contract the size of the Grant 
company, and Grant and Owen 
are more expansion-minded. 
“We have lost a lot of money 
in the homebuilding business 
and we would like to reduce our 
exposure. We have a lot of 
excess land in Hawaii and some 
in California and in Tampa, Fla., 


Arthur Viner heads 


NAREIT's VINER 
Into the president's chair 


Arthur W. Viner, managing 
trustee of ICM Realty of New 
York City, has been elected 
president of the National Asso- 
ciation of Real Estate Invest- 
ment Trusts for 1975-1976. 
Viner is chief executive of In- 
vestors Central Management 
Corp. The corporation is the ad- 


General Development's 


Charles H. Kellstadt, who lifted 
General Development Corp. out 
of a deficit to a highly profitable 
position, died October 1 in Chi- 
cago. He was 78 and maintained 
homes in Chicago and Lauder- 
dale-by-the-Sea in Florida. 

Kellstadt retired as chairman 
of Sears, Roebuck & Co. in 1962 
and began a second career as 
chairman and chief executive of 
the big Miami land developer. 
He tripled General Develop- 
ment's sales while pruning its 
sales staff and tightening its ad- 
ministration. 

Kellstadt was president and 


RYAN'S CRAIG 
Promoted by Pittsburgh builder 


and we have high carrying costs 
on this land." 

Right to compete. The terms 
under which Santa Anita bought 
the Grant company in 1970 spe- 
cified that Grant and Owen 
would work for the company for 
five years and that they would 
not set upa competing company 
for at least one year after that. 


REIT group 


visor to ICM Realty, a $100- 
million trust specializing in the 
ownership of land beneath shop- 
ping centers and other income- 
producing real estate. 

Viner was chosen by the 
newly elected board of gover- 
nors at the trade association's 
convention in San Diego last 
month. The association repre- 
sents 163 member trusts, and 
they manage 95% of the REIT 
industry's $21 billion in assets. 

A former federal housing offi- 
cial and economist for the Com- 
mittee for Economic Develop- 
ment, Viner joined ICM Corp. at 
its inception in 1956. In 1971, 
three privately held trusts man- 
aged by ICM merged to become 
the publicly held ICM Realty, 
with shares traded on the Amer- 
ican Stock Exchange. 


Charles Kellstadt dies 


chief executive from. 1965 to 
1970, and he was a director and 
chairman of the executive com- 
mittee until his death. 


DEVELOPER KELLSTADT 
A man of two careers 
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7-million loss 


The five-year period ended last 
December, and Grant said that 
because of his and Owen's resig- 
nations the company had "for- 
given" the additional year of 
non-competition. 

Grant was succeeded as vice 
president, real estate, for Santa 
Anita by Stewart W. Bowie, 
chairman of Santa Anita Devel- 
opment Corp., another subsidi- 
ary. David M. Brown, executive 
vice president of Robert H. 
Grant Corp., was named pres- 
ident and chief executive officer 
of Grant Corp. The position of 
chairman was left vacant. 

一 CERALD PARKINSON 
McGraw-Hill World News, 
Los Angeles 


Grant's son Taylor and another 
builder's son, E.G. (Bud) War- 
mington Jr., have set up their 
own homebuilding concern, 
Grant-Warmington Builders, in 
Orange County, just south of 
Los Angeles. They will develop 
beach properties. Warmington's 
father heads the Warmington 
Development Co. 


BUILDERS: Ryan Homes (Pitts- 
burgh) names Edward C. Craig 
as senior vice president for 
operations with responsibility 
for the company's Washington 
and New York regions. Craig 
joined Ryan in 1965 as produc- 
tion supervisor in Syracuse, 
N.Y. John R. Nickel, former 
Syracuse division manager, suc- 
ceeds him as a vice president. 

Robert H. Young resigns as 
president and chief executive of 
Olin-American Inc. of Dallas, 
housing subsidiary of Olin Corp. 
He recently sold his minority in- 
terest in Olin-American to the 
parent. 

Lester Goodman organizes 
Lester Goodman Associates as a 
marketing services firm in Ful- 
lerton, Calif. He has been a mar- 
keting director for such Califor- 
nia builders as the Larwin 
Group, M.J. Brock & Sons and 
John D. Lusk & Son. 

Timothy J. (Tim) McInerney, 
former vice president of the 
Long Island Builders Institute 
and editor of The Long Island 
Builder |News, April], is named 
editor of the Suffolk Home 
Builder, monthly publication of 
the Suffolk County (L.I.) Build- 
ers Assn. President Terry Bian- 
chet of the Suffolk BA an- 
nounces the appointment. 


The One-Piece Bathing Suite. 


One module installs in one step by one trade. 


Walls, tub and top are molded in a single unit of colorfast acrylic sheet. 
Nail the module to your rough framing, hook up supply and drain lines and that's it. No drop 
ceilings to build, no dry wall to install, no painting to do. 

The One-Piece Bathing Suite has no seams or tight corners to clean, no tile joints, 
cracks or crevices to collect dirt or allow leaks. Its surface is three to 
six times thicker than sprayed-on coatings. 

The same contemporary styling and ease of maintenance that make the One-Piece 
Bathing Suite ideal for homes make it great for hotels and motels, too. Choose from five 
decorator colors (gold, beige, blue, white and avocado) and three 
sizes (60" tub-shower combination, 48" shower and 36" shower.) 

Contact your Powers-Fiat representative, or write Powers-Fiat, 


3400 Oakton Street, Skokie, Ill. 60676. 
POWERS.FIAT 


DIVISION OF POWERS REGULATOR COMPANY 
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NEWS/APARTMENTS 


Atlanta's apartment leaders quit builder unit to set up on own 


The executives of Atlanta’s 
apartment industry have in 
large part withdrawn from the 
local homebuilders’ association 
to form their own organization, 
the Apartment Owners and 
Managers Association. 

Fred Schwaemmle, president 
of Management Enterprises Inc., 
and of the new association, says 
his group organized “because we 
thought we could deal with our 
problems better without the 
umbrella of the homebuilders.” 

One factor adding to the im- 
petus for the new organization, 
by most accounts, was the avail- 
ability of Mary Anne Whatley. 
After 13 years as executive vice 
president of the Home Builders 
Association of Metropolitan At- 
lanta, she left to become execu- 
tive vice president of the apart- 
ment group. 


Program. According to 
Schwaemmle, the association 
will concern itself with apart- 
ment legislation and with infor- 
mation services for its member- 
ship and the public. The group 
already has held industry semi- 
nars that its officers consider 
successful, and joint purchases 
of supplies have been made. Sch- 
waemmhle also said a resident re- 
lations council, which would be 
the third such council in the 
country, is being organized. 


(The others are in Denver and: 


Houston.) 

Membership in the new asso- 
ciation represents about 80,000 
of the 250,000 apartment units 
in metropolitan Atlanta. 
Among the apartment in- 
dustry’s problems, according to 
association spokesmen, is a va- 
cancy rate of about 20%. Vacan- 


cies compound the difficulty of 
raising rents to cover higher 
operating costs in which in- 
creased water, sewer and elec- 
tric rates are a large component. 


ë » 
MARY ANNE WHATLEY 
Leads new apartment group 


Builders' reaction. Charles 
Sheron, president of the Atlanta 
homebuilders chapter, says that 
the formation of the apartment 
association will not have a ^dev- 
astating effect on the home- 
builders." He says the organiz- 
ing decision reflects a national 
trend by the apartment industry 
to form its own associations be- 
cause of inability of the home- 
builders to provide the full range 
of services that apartment lead- 
ers feel they need. The chapter 
will continue to disseminate in- 
formation on the apartment and 
condominium segment of the 
business, Sheron says, and the 
HBA's condominium council 
will remain intact. Condomin- 
ium owners and managers are 
not included in the new associa- 
tion. —STAN FISHER 

McGraw-Hill News, Atlanta 


Realty broker sues for damages against anti-bias teams posing as buyers 


Atlanta's Northside Realty As- 
sociates, usually described as 
Georgia's largest real estate 
broker, has filed a multimillion- 
dollar damage suit against 29 in- 
dividuals, and others yet to be 
identified, who allegedly pose as 
homebuyers to try to find evi- 
dence of racial discrimination 
by realty dealers. 

The suit, filed in Fulton 
County Superior Court, is es- 
sentially a countersuit against a 
group that allegedly was instru- 
mental in instituting a federal- 
court action this year against 
Northside. The brokerage was 
the subject of an order for civil 
contempt of permanent injunc- 
tions entered against it in 1971 
and 1973. The cases against 
Northside have involved alleged 
discrimination, with the latest 
action revolving around the 
legal status of actions taken by 
Northside during the appeals 
process. 

Charges of spying. In its coun- 
tersuit, Northside alleges that 
the tactics of the individuals 
posing as homebuyers have cost 
it revenues and profits, inflicted 
emotional and physical sufter- 
ing upon the Realtors them- 
selves, and that a listing service 
created by the individuals con- 
stitutes unfair competition. 

Northside charges that the 
tactics of those posing as home- 
buyers, who have been active in 
their testing procedures for two 
or three years, include spying on 
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the plaintiff's business and en- 
ticing Realtors into making dis- 
criminatory remarks about a 
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NORTHSIDE'S ISAKSON 
Sues testing teams 


section or sections of the At- 
lanta market area. The defend- 
ants follow up their actions with 
erroneous reports to federal au- 
thorities of violations of fair 
housing laws, Northside says. 
The lawsuit also alleges that 
Homefinder's Listing Service 
Inc., established by the defend- 
ants, competes with Northside. 
Mental stress cited. The 
plaintiffs say they have lost 
sales costing them revenues and 
profits, that their time has been 
wasted, that their reputations 
have been damaged by adverse 
publicity and that some Real- 


CMI REIT hit with $1.3-million judgment 


Miami builder Burton Goldberg 
has just been awarded a $1.3- 
million judgment against Conti- 
nental Mortgage Investors, the 
Boston-based mortgage trust, on 
grounds of usury. 

Dade County Circuit Judge 
Milton Friedman made the 
award. He found that, with fees 
and an equity kicker, Goldberg 
had been asked to pay about 
36% on a $2-million land- 
purchase loan for an apartment 
complex. The project collapsed 
last year in foreclosure. 

The ruling sent shock waves 
throughout the real estate in- 
dustry in south Florida, and 
other developers dealing with 
REITs began assessing their 
chances in bringing similar 
suits. 


CMI's shares have been sus- 
pended from trading by the New 
York Stock Exchange. 


Batimat gets bigger 


The big biennial European con- 
struction exhibition will be held 
November 20-30 in Paris. 

Promoters of the trade show 
had feared recession would 
shrink the number of exhibitors. 
Not so; 2,500 manufacturers 
will fill 1,760,000 sq. ft. of exhi- 
bition space (by comparison, ex- 
hibit space at both the last and 
upcoming NAHB convention 
runs about 500,000 sq. ft.). 

Interested parties should con- 
tact French Trade Shows, 1350 
Avenue of the Americas, N.Y., 
N.Y. 10019. 


tors have suffered mental and 
emotional stress that has led to 
physical symptoms requiring a 
physician's consultation. One 
Realtor resigned from Northside 
as a result of the defendant's ac- 
tions, the suit says. 

Besides damages and punitive 
damages, the plaintiffs have 
asked for a temporary restrain- 
ing order, a preliminary injunc- 
tion and a permanent injunction 
prohibiting the defendants from 
engaging in any "testing" activi- 
ties. 

Damages sought by Northside 
amount to $3,150,000 plus rea- 
sonable attorney's fees. Punitive 
damages are $10,000 for each of 
the plaintiffs, plus punitive 
damages of $1 million for the 
class of plaintiffs. 

Ownership. Northside is 
owned by J. Howard Chatham, 
who owns several other compa- 
nies and Chatham Properties. 
William C. Lewis, vice pres- 
ident and sales manager since 
1971, says that E.A. Isakson, 
Northside's president, actually 
runs the company. Lewis and 
Isakson are named in the suit; 
Chatham is not. The other 18 
plaintiffs are Georgia-licensed 
real agents with Northside. 

The company was established 
in 1958 and has 15 residential 
offices, all on Atlanta's north 
side. Sales amount to approxi- 
mately $150 million a year. 

—BRENDA LLOYD 
McGraw-Hill News, "e | 


Ask 

Bill Myers, 
Builder: 
Motels 
Phoenix, Ariz. 


Ramada Inns changed 

door specifications on 
most new construction as soon 
as we saw and tried the new 
Legacy doorskin by Masonite 
Corporation. 


Ask 

Bill Logan, 
Builder: 
Luxury Homes 
Canton, Mass. 


The three dimensional 
finish and beautiful 
woodgraining alone would be 
enough to sell me on the door. 
But on top of that, they take an 
unbelievable amount 
of abuse. 


Ask 

David Hoffman, 
Builder: 
Condominiums 
Northbrook, Ill. 


After two months 
research, testing, and 
comparison, we knew as much 
about doors as most door 
salesmen. We also knew our 
customers couldn't 
purchase a better door. 


Legacy stands alone. 


Alone in beauty, durability, and repairability. Embossed prefinished Legacy is 
available in oak-tone and walnut-tone for home, condominium, 

apartment, and commercial installations. 

For the names of quality door manufacturers currently using Legacy, write: 
Masonite Corporation, Department DES, 29 North Wacker Drive, 

Chicago, Illinois 60606. 


Legacy and Masonite are trademarks of Masonite Corporation. / Man-made finishes on real Masonite hardboard. 


TH. 


MASONITE 


CORPORATION 


CIRCLE 29 ON READER SERVICE CARD H&H NOVEMBER 1975 29 


NEWS/FINANCE 


Housing stocks fall hard—Month’s loss is fourth in a row 


House & Home's value index of 
25 housing stocks plunged to 
134.50 from 143.92 in the 
month ended October 6. 

The decline was the fourth in 
succession for the list, and the 
retreat extended into all sec- 
tions of the index. The building 
companies' issues took the 
heaviest losses. 

Investors Funding Corp. of 
New York City, a bankrupt 
shopping-center developer, was 
dropped from the list of diversi- 
fied companies after being sus- 
pended from trading on the 
American Exchange. 

Here's the graph of the 25 
stocks on the composite index. 


134.50 


Here’s how the companies in 
each section performed. 


0 Oct.'75 
Builders 63 146 117 
Land developers 68 88 86 
Mortgage cos. 165 196 189 


Mobile homes 272 415 390 
S&Ls 68 95 92 
Oct. 6 — Chng. 
Bid/ Prev. 
Company cose Month 
BUILDING COMPANIES 
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Oct.6 — Chng. 

Bid/ Prev. 
Company close Month 
Lennar Corp. NY 4% nil 
McCarthy Co.—d Po ^ = MW 
McKeon Const AM 1% =} 
H. Miller & Sons AM 7% ا کے‎ 
Mitchell Energy & Dev. ..AM 34 : 
Oriole Homes AM 44 - % 
Presidential Really . ..AM 3% =- ^5 
Presley Development ... 4۷ + % 
Pulte Home Corp. 1% - h 


AM 
AM 
Robino-Ladd Co 一 d .....AM 
Rossmoor و‎ ۱ 


SAVINGS & LOAN ASSNS. 


ERST 
یی‎ NY. 


(Union Fin.) 
Trans World Fin. ......... NY 
United Fin. Cal. ..........NY 
Wesco Fin. ... NY 
MORTGAGING 


(United Imp. & Inv.) 


1034 


REAL ESTATE INV. TRUSTS 


Alison Mtg—d ............NY 
American Century 2 
API Trust . 


(formerly Arlen Prop i 
Atico Mtg. 
Baird & Warner p 
Bank America RIty OT 
Barnes Mtg. Inv. OT 


Colwell Mtg. Trust. .......AM 
N 


Conn. General ............ ۷ 
Cousins Mtg. & Eq. 

Inv.—d NY 
Diversified Mtg. ‘inv. NY 
Equitable Life .... NY 
Fidelco Growth Inv AM 
First i OT 


Realty .. 
First of Denver ...........AM 
First of Pennsylvania ....NY 


Franklin Realty .....AM 
Fraser Mtg. ...............0T 
Gould Investors ..........AM 


Great Amer. Mtg. Inv.—d NY 
Guardian Mtg. ............ AM 
Gulf Mtg. & Realty .......AM 
Hamilton Inv. ............. OT 


Heitman Mtg. Investors ..AM 

Hubbard R. E. Inv. ....... NY 

ICM Realty . 

Lincoln Mtg. OT 

LMI Investors ........... NY 
(Larwin Mort. Inv.) 


V 


E: 
s 


Oct6  Chng. 
Bid/ Prev. 

Company close Month 
Mortgage Trust of Amer. NY 2% 
National Mortgage 

Fund—d .. NY 1% 
Nationwide R.E. Inv. OT 2% Ye 

(Galbreath Mtg. Inv.) 
North Amer. Mtg. Inv. ....NY 6% + % 
Northwest Mut. Life 

Mtg. & Rity. NY 10 +% 
PNB Mtg. Rity. Inv. NY 4%  - % 
Penn. R. E. Inv. Tr. AM 9% - % 
Property Capital . AM 6% ; 
Realty Income Tr. AM 6 + % 
Republic Mtg. Inv NY 1% -u 
B. F. Saul, RELT. NY mm - M 
Security Mtg. Inv. AM 1% + ^ 
Stadium Realty Tr. OT 3% = 多 
State Mutual SBI NY Ii i M 
Sutro Mtg. .. NY 94 - % 
Unionamerica Mtg. & 

EOU oaa .AM 1% ۷ 
United Realty Tr. .AM 5۷۸ - ۸ 

(Larwin Realty & 

Mortgage Trust) 
US. Realty Inv. NY 1 - M 
Wachovia Really Inc. ....NY 3 - k 
Wells Fargo Mortgage ...NY 6 - h 
LAND DEVELOPERS 
All-State Properties OT "^ 
Arvida OT 4% - * 
Canaveral Int. AM ۵لا‎ - V 


Getty Financial Corp. 


Fi 
Done exci 


Landmark Land Co. AM 
(Gulf State Land) 

Land Resources OT 

Major Realty . OT 

Sea Pines Co. OT 


Moamco Corp.—d .......AM 
(formerly Mobil Americana) 
NY 

.OT 


CNA Financial (Larwin) . NY 

Campeau Corp. TR 

Castle & Cooke . NY 
(Oceanic Prop.) 

CBS (Klingbeil) NY 


Champion Int. Corp. ..... NY 
(US. Plywood-Champion) 


Christiana Securities .....OT 
Citizens Financial . .AM 
City Investing ... ۳7 
(Sterling Forest) 
ing Glass .. NY 
Cousins Properties OT 
Dreyfus Corp. NY 
(Bert Smokler) 
BAG GOT en. OT 
(Midwestern Fi ded 
Evans Products .... NY 
Ferro Com. ........ NY 
First Gen Resources—d.OT 
First Rity. Inv. Corp. 
Fishback & Moore NY 
Forest City Ent AM 
Flagg Industries .....AM 
Frank Paxton Corp. OT 
(Builders Assistance Corp) 
Fruehauf Corp. 
Fuqua Corp. . “NY 


+1 + | 


Oct. 6 Chng. 

Bid/ Prev. 

Company close Month 

Georgia Pacific ..... NY 40% - 0 

Glassrock Products AM 3% +% 

Great Southwest Corp —d OT % - % 

Gulf Oil (Gulf Reston) ...NY 21% + % 
Gulfstream Land & 

Dev. (Bel-Aire Homes) AM 4 - 1% 


INA Corp. (M. J. Brock) .NY 33% 
Inland Steel (Scholz) ....NY 41 


International Basic Econ. OT 2% سے‎ W 
International Paper NY 53⁄2 -4 
Inter. Tel. & Tel. wre NY 194 ۔‎ ¥ 
Killearn Properties—d ... PH $% - 1% 
Leroy Corp. : OT 1% + %4 
Ludlow Corp. NY 7% 
Monogram Industries .... NY 6% + % 
Monumental Corp. OT 了 - ^ 

(Jos. Meyerhoff Org) 

Mountain States Fin. 

Corp. ... T 34 Va 
National Homes NY 3 - % 
National Kinney AM 3 0 

(Uris Bldg.) 

NEI Corp. : OT # +> 1 

Occidental Petroleum ....NY 16% -1 
(Occ. Pet. Land & Dev.) 

Perini Corp. „AM 5 

Philip Morris NY 47% + 3% 

(Mission Viejo Co.) 

Pope & Talbot NY 15% - % 
Republic eel 

Corp.—d AM 1% 

Rouse Co, ...........0T 2% - V 
Santa Anita Consol. OT 6 + V 

(Robt. H. Grant Corp.) 

Tenneco Inc. . NY 25 - ۸ 

(Tenneco Realty) 

Time Inc. NY 55% - 2% 

(Temple Industries) 

Tishman Realty OT 11% - h 
Titan Group Inc. ... OT 1% + Ye 
UGI Corp. ..... NY 12% + % 
Weil-McLain NY 65 Ys 
Westinghouse ..... NY 13% - 2% 

(Coral Ridge Prop.) 

Weyerhaeuser ..... NY 36% - 2% 

(Weyer Real Est. Co.) 

Whittaker (Vector Corp) NY 2% 
Wickes Corp. NY 8% 1% 
SUPPLIERS 
Armstrong Cork NY 19% - % 
Automated Bidg. 

b AM 2% - ۸ 
Bird & Son OT 41 -3 
Black & Decker NY 23% - 2% 
Carrier Corp. NY 9% + % 
Certain-teed NY 9% -1 
Crane NY 42% - 3% 
Dexter .... NY ۵ - %4 
Dover Corp. .. NY 41 + 3% 
Emerson Electric NY 34% E 
Emhart op NY 20 Ye 
Fedders .. NY 3% - h 
Flintkote . e NY 15% - 3 
GAF Corp. NY 9$ - % 
General Electric NY 455 + 1% 
Goodrich .. NY 155 - 1% 
Hercules NY 27^ - 2% 
Hobart Manufacturing ...NY 19% — - % 
Int. Harvester NY 23 - 24 
Johns-Manville .. NY 19% - M 
Kaiser Aluminum NY 0 - 4% 
Keene Corp. NY 4% - & 
Leigh Products AM 7% - % 
Masco Corp. ..... NY 42% - 1% 
Masonite Corp. NY 26% - 4% 
Maytag ............ NY 28 +1 
National Gypsum NY 11% - 15 
Norris Industries .. NY 18% - % 
Overhead Door—d NY 6% - % 
Owens Corning Fibrgl. ..NY 31 - 6 
Potlatch Corp. NY 44% -4 
PPG Industries ..... NY 27% - 1% 
Reynolds Metals NY 20% 1% 
Rohm & Haas NY 62% -12. 
Ronson ... N 5 - ^ 
Roper Corp. NY 14% - 5 
St. Regis Paper NY 04 — Ma 
Scovill Mg. ...............NY 9% ¬ % 
Sherwin Williams NY 36 - 2% 
Skil Corp. NY 8% - ^ 
Slater Electric OT 3% 
Stanley Works ..... NY 18 + 0 
Tappan .......... NY 5% + ۸ 
Thornas Industries NY 7% + % 
T Pacific NY 9 -1 
U.S. Gypsum NY 16% - 1% 
US. Steel . aed NY 63% -1 
Wallace Murray اھ رش‎ - % 
Jim Walter .......... NY 31% - 54 
Whirlpool Corp. NY 23% -1 


AM 一 closing price American Stock Exchange. 
NY—New York Si Stock Exchange. OT—over-the- 
counter bid price. PC—Pacific Exchange. PH— 
Philadelphia Stock Exchange. TR—Toronto Stock 
Exchange. a—stock newly added to table. d 一 not 
traded on date quoted. «—Computed in HOUSE & 


HOME's 25-stock value index. Source: Standard & 
Poor's, New York City. 


PPG Solarcool reflective glass. 
Its price looks beautiful,too. 


n ae p——— ہس‎ Compared to tinted glass, 

: Solarcool reflective glass adds less 
than 10% to the cost of a building's 
total wall system. 

But it adds immeasurably to 
the way it looks. 

Its exciting, reflective esthetics 
lets you take light-commercial archi- 
tecture light-years away from the 
ordinary. 

And get better performance in 
the bargain. 

It may sound too good to 
be true. But it's really too good to 
pass up. 

Many architects and contrac- 
tors all over the country have 
already discovered the benefits of 
Solarcool reflective glass in every- 
thing from new construction to 
remodeling. 

Its reflectivity reduces solar 
heat gain. In double-pane construc- 
tion, it's an excellent insulator, too. 

And in any construction, it's 
beautiful. 

So treat yourself and your 
next building to Solarcool reflective 
glass. 

The small premium you pay 
for it really pays off. 

To find out more, see your 
local glass distributor, or write for 
our free booklets, Dept. H-115, 
Solarcool, PPG Industries, Inc., 
One Gateway Center, Pittsburgh, 
Pa. 152227. 


PPG: a Concern for the Future 
1. Mesa Verde High School, 
Sacramento County, Calif. 
Architect: Porter, Jensen & Partners 
Associate Architect: Earl John Taylor 
Contractor: Nimbus Construction Co. 


2. Chamber of Commerce Building, Tampa, Fla. 
Architect: Fletcher & Valenti, PA 
Contractor: E. M. Scott Co 


3. Denver Technological Center, Denver, Colo 
Architect: ABR Partnership 
Contractor: Olson Construction Co 


POG 


F. 


INDUSTRIES 
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LETTERS 


National Homes replies 

H&H: I was thoroughly disgusted by 
the one-sided reporting in Sep- 
tember of the allegations made by 
Charles Feeley, a former employee 
of National Homes Acceptance 
Corp., before the Senate Banking 
Committee in Chicago. (Chicago 
FHA scandal prompts cleanup 
drive, p. 12). 

I enclose the rebuttal testimony 
given before the committee by John 
S. Trombello, president of NHAC. 
Your reporter, in his eagerness to 
sensationalize his reporting with 
Feeley's allegations, completely ig- 
nored Mr. Trombello's detailed refu- 
tations. 

Trombello's testimony: 

Mr. Feeley made an unqualified 
allegation, "but I could never get my 
supervisor to give me permission to 
authorize repair of damage." This 
was just not true. We contacted a 
service company to secure the 
properties (that Feeley inspected]. 
The basements have been pumped 
out at least twice. 

Mr. Feeley's allegation that he 
was to ignore FHA guidelines has 
been categorically denied by his 
supervisor. 

Mr. Feeley’s allegation that 
NHAC charged $25 for winterizing 
foreclosed property is correct. His al- 
legation as to the expense involved 
($5) is completely incorrect. This 
$25 was not gravy but was an at- 
tempt to cover at least a portion of 
our costs. 

Feeley had testified that NHAC 
forbade him to remove trash—Ed. 

Trombello’s reply: 

Care must be exercised under the 
laws . . . so fieldmen do not trespass 
or wrongfully convert property of 
others... What is one person’s trash 
may be another’s valuable posses- 
sions. 

Feeley also testified NHAC laid 
off 23 field supervisors in Michigan 
and Illinois to cover up scandalous 
doings in Detroit and Chicago—Ed. 

Trombello’s reply: 

We (did) an investigation (of) the 
feasibility of hiring independent 
contractors to do the securing and 
winterizing ... This had nothing to 
do with any newspaper or third- 


The Technical Language 


of Builders, Lenders, 
Architects and Planners, 
Investors, Real Estate 
Brokers and Attorneys, 
Appraisers, Land Taxing 
and Zoning Authorities, 
Government Officials, 
Community Organizers, 
Housing Managers, 
Urban Renewal 
Specialists. 


J. Robert Dumouchel, 
Editor 


278 pages $9.95 


McGRAW-HILL BOOK COMPANY 


Yours to 
examine FREE 
for 10 full days! 


An indispensable working tool for develop- 
ment practitioners and laypeople alike, 
this dictionary contains over 2,000 of the 
housing and community development in- 
dustry's most frequently used terms—plus 
a handy alphabetical list of some 200 
abbreviations and acronyms translated 
into simplified terms. 

The definitions range from such simple 
real estate terms as “abstract of title" to 
recent statutory language introduced by 
the Housing and Community Development 
Act of 1974. 

Whether you are directly or indirectly in- 
volved in development, this volume will 
save you hours of searching for definitions 
through countless textbooks, HUD regula- 
tions and policy statements, local ordi- 
nances, and federal statutes. 


At your bookstore, or mail 
coupon below for 10-day 
FREE examination! 


party investigation . . . While we did 1221 Avenue of the Americas, New York, N.Y. 10020 


release the nine least effective Please send me copies of DICTIONARY OF DEVELOPMENT TERMINOLOGY (018105-5) 
people in Illinois, we maintain field- for 10 days' free examination. At the end of that time 1 will remit $9.95 per copy, plus local 
men in all our servicing areas in- tax, postage, and handling, or return the books without obligation. 


cluding Detroit and Chicago. 

I am unaware of any reason why 
Mr. Feeley should have made these 
false and sweeping accusations. 

FRANK P. FLYNN JR. 

Chairman and Chief Executive 
National Homes Corp. 
Lafayette, Ind. 


EXTRA SAVINGS! Remit in full with this order, plus local tax, and McGraw-Hill pays postage 
and handling. If not completely satisfied, return books within 10 days for full refund. 


This offer good only in the U.S. and subject to acceptance by McGraw-Hill. 


Name 


Address 


City State Zip 


Check here if you would like to receive free information on other books in this field. 
11/75 23K 199-4022-3 
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How to keep a $37,000 house at $37,000. 


The time has come when you just can't automat- | savings from as few as 18 homes can offset your 
ically pass rising costs along to your customers. total investment including air compressor. 
They won't stand for it, and your competition Take a look at Paslode's line of nails and 
won't let you get by with it. The 8 1 staples. There's a fastener for almost any applica- 
alternative is to do something tion. And your Paslode dealer is 
about the cost of labor. That's p^ $* an expert in helping you choose 
where Paslode can help. the right fastener and the right 
Paslode starts by providing 4 — ^ tool for every job. Call him to do 
simple, durable power nailers and " a cost study on your nailing and 
staplers. Little can go wrong. Most , stapling operations. He's part 
have only two working parts. » of Paslode's exclusive network of 200 
They're light and well-balanced, ۱ d stocking and servicing dealers who con- 
so there's less operator fatigue. y^ centrate on home builders and contractors. 
Large magazines mean less reload- uv Hison-sitefield service cansave youtimeand money. 
ing time. And when a few extra hours |$ Paslode Company (Division of Signode), Dept. HH-2, 


of labor mean the difference between 8080 N. McCormick Blvd., Skokie, IL 60076. 
profit and loss, Paslode pays off. Labor In Canada, Paslode Canada Registered. 


(JPASLODE 
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TheSales 
Machine. 


New rental plan lets you test 
the power of selling with movies. 
You can demonstrate your prod- 
uct and its advantages. Detail how 
to merchandise it. Reach all your 
dealers, prospects and customers, 
with the most effective presenta- 
tion you can put together. And get 
it across the same way every time. 

In color, sound, action. On 
the cartridge-load Videotronic 
Compact automatic movie 
projector. 

One-stop service: we can 
adapt your film or make a new 
one for you. And get out the pro- 
jectors, ready to roll, direct to your 
salesmen. 

Rent for as low as $1.50 a 
day. Or buy them. Either way — 
find out! 


E IIT 


MPO Videotronic 

Projector Corp. 

B 305 East 46 St., 
Bü New York 10017 
(212) 754-0760 


anaes? 


H- O Tell me about your rental plan. 0 
ü 

E Name 7٦ 
a Company [ | 
[| ij 
a Address [| 
E! 

City, State, Zip — ——— |‏ 
ا راتا کا لکنا تا کا کنا اتا لگتا کا کت ا نل ؛ھ ۱ص راگ 


Also In Atlanta, Chicago, Hollywood 
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THE MORTGAGE SCENE 


If condominiums 

are ever going to sell, 

they need better resale financing. 
FHAWA relief is proposed 


There is a consensus that condominiums 
are a wave of the future in housing. 

But that's small consolation to those 
builders who have condos to sell in the 
clouded present. In a dismal year, when no 
type of housingis setting records, condos are 
the slowest movers of all. 

There's no single cause for this state of 
affairs. Granted there have been mistakes 
made in overbuilding, in market position- 
ing, in poor design. But the deepest and most 
universal causes of condominium distress 
all relate to financing. 

The problem has three dimensions: 

1) Condos need a significant cost advan- 
tage over alternate form of housing in order 
to sell. If their cost were the same as a de- 
tached home or rental unit of comparable 
size, amenities and siting, few people would 
buy condos. 

Therefore, condos urgently need end-loan 
financing on equal terms with single-family 
housing because anything else erodes their 
cost advantage. 

2) Condominiums do not enjoy equal 
terms in most lending markets, except in 
periods when money is ample. The rates for 
condo end loans tend to be higher, and low 
down payments are less readily available. 
And when money tightens, condo end loans 
may be shut off altogether. 

3) Condominiums are at an even greater 
disadvantage on resale. They then have 
access to a much narrower financing mar- 
ket. 

In an average year about 25% of all used- 
house mortgages are insured by the FHA or 
guaranteed by the VA. In major metro- 
politan areas the FHA-VA share is even 
greater—over a third of all resales that are 
not cash or assumption sales. 

In contrast, the FHA-VA share of condo 
resales is too small to count. The FHA, for 
example, will not insure a condo resale ex- 
cept in a complex it had financed when new. 
Fewer than 2*5 of the existing condos meet 
that criterion. 

The VA changed its policy in April of this 
year and is now considering condo resales 
regardless of the original type of financing, 
but requirements for documentation are so 
onerous they discourage applicants. 

Need for a safeguard. The importance of 
the FHA and VA in the resale market goes 
far beyond their substantial market share. 
They are a safety valve. They provide a re- 
course when conventional funds dry up. 
They finance properties on which a conven- 
tionalloan with a low down payment would 


never be available. 

These benefits, and fully a third of the 
mortgage funds in big-city markets, are es- 
sentially unavailable to the condo resale 
market. 

That restriction inevitably has an effect 
on resale prices. And—more pertinent to the 
immediate problem—it has an effect on the 
terms of new condo financing. The lender's 
security, in the last analysis, is the new 
unit's resale potential. 

It can be assumed, therefore, that if FHA 
and VA financing were more readily avail- 
able for condo resales, the sales of new con- 
dominiums would be stronger and their fi- 
nancing would be more attractive. 

Saving in land and energy. The irony of 
the FHA and VA positions is that a recent 
HUD study firmly concluded that cluster 
and high-density housing (condos and 
planned unit developments) offered signifi- 
cant advantages for conservation of land and 
energy and for keeping new housing within 
the reach of the average family income. 

At the same time, it's easy to understand 
some of the grounds for the federal agencies' 
caution. Condos are still quite new. They 
contain such potential problems as the rec- 
reation lease or the residents' association 
setup. And above all the agencies want to 
avoid potential embarrassments. 

The need for better condo financing is too 
urgent to let the matter rest there. 

What is needed is a joint working session 
of HUD and VA personnel with repre- 
sentatives of all who have a stake in the 
condo resale market—condo developers and 
residents, realtors, mortgage bankers and 
other lenders—to explore ways of making 
their condo financing more flexible without 
giving up protection against possible abuses 
of the concept. 

Emphasis on resales. | stress resale financ- 
ing because the FHA-VA role in that sector 
is so much more significant than in the sale 
of new condominiums, and because there is 
such clear inconsistency between the agen- 
cies’ positions on detached-home and on 
condo financing. Change in the resale sector 
is also more readily attainable. 

But a further goal should be an easing of 
the federal agencies' procedure for end-loan 
financing in new complexes. 

Obviously, the best thing that could hap- 
pen to the condo market would be a signifi- 
cant improvement in the economy. 

Second to that, the best stimulus to 
overall condo sales would be an expanded 
and more flexible FHA-VA role. 


ROBERT J. MYLOD, PRESIDENT, ADVANCE MORTGAGE CORP., DETROIT, MICH. 
Cuis 


lortgage interest rate 
utures have arrived 
on LaSalle Street 


On October 20, the Chicago Board 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 一 

of Trade opened the world's first futures Z Chicago Board of Trade 

market for trading in Ginnie Mae (Government S d pu Chi Illinois 606 

National Mortgage Association) mortgage interest تک رہ وس اوت وس‎ DOT 

Gentlemen: 

rate contracts ( Please send me the free CBT booklet on trading i 
The opening of this central market has created an intefestratedelated Ginnie MERE t 0 

opportunity for trading in interest rate changes, with the 2ئ‎ Hedgi * 

advantage of liquidity—the ability to change market position on interested in Hed ingen کا‎ 


a + 


| 
| 
quickly and easily. It also affords a new avenue for the | Name 
financial community to decrease interest rate risk through | Firm 
hedging. ۱ f J | Address - 
For more information phone your broker or the Chicago | c : 
Board of Trade at (800) 621-4159, or mail the coupon. L iy — — — State Zip 


In Illinois call (312) 435-3620. 


© Chicago Board of Trade 
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THE MERCHANDISING SCENE 


Decorating case history II: 
How we handled townhouse models 


for a split market: 
move-ups and move-downs 


The models were for Ridgegate, the first tal accent pieces. The other, a three-bed- So when it came time to decorate models 
townhouse project in Palos Verdes Penin- room layout, was done in a contemporary for Ridgegate II, we concentrated on a 
sula, a Los Angeles suburb with many es- yellow and white scheme, and the third bed- warmer, cozier look (photos, below]. These 
tate-size homes. The 34.5-acre project was room was designed as a den. models (there were seven fully furnished 
being developed by B.R. Morris Co. of Bev- e For families with a child away at school, and two done with vignettes) opened in 
erly Hills (which had built about 4,000 qual- we decorated another two-bedroom model April 1974. They helped sell out the proj- 
ity single-family houses in the area over a  toshow how the second bedroom could dou-  ect's third group of units so that 23 months 


15-year period) after marketing studies ble as a guest room. after the first models opened, 270 families 
showed a strong demand for townhouses € The sixth model was aimed at any fam- were living in Ridgegate. 
from two disparate markets: move-ups ily which might not fit into the other cate- Currently, most of the 352 townhouses 


(families who wanted the prestige of a Pen-  gories. Its modern decor was warmed up by (including all models) have been sold. The 
insula address, but who couldn't afford the arustand blue color scheme and by a consid- few that remain are being marketed in con- 


area's single-family houses) and move- erable amount of texture and pattern. junction with Morris Co.'s second town- 
downs (empty nesters ready to leave their All the Ridgegate I models were well-ac- house venture in the Peninsula area—Mira 
large Peninsula houses, but not the area]. cepted. In fact, ten monthsafterthey opened — Verde. Looking back we find that a number 


Varied layouts. Ridgegate’s 352 units in May 1973, 94 buyers had moved in and of changes were made in the model-home 
were to be built in two sections—Ridgegate after 19 months there were 182 families liv- merchandising program that reflect a chang- 
I and Ridgegate II— and in several phases. ing in the community. But we had learned ing market and some misjudgments in preli- 
And the developers decided that to meet the avaluable lesson from the prospects touring — minary research. Such flexibility, I feel, is a 
needs of the mixed market, six plans would the models. They were more turned on by vital element in any merchandising pro- 
be offered in Ridgegate I, and each would be the traditional decor than by the contem- gram—particularly in a project being mar- 
represented by a furnished model. porary schemes. keted over a long period of time. 

Why a furnished model for each plan? 

In drawing up our merchandising strat- 
egy, we felt that prospects from these two 
markets would have definite ideas as to how 
their homes should look. So we decided to 
show a broad spectrum of styles and furnish- 
ing schemes, hoping that at least one would 
relate to every prospect. (This contrasts 
with decorating for the first-time buyer who 
usually can be satisfied with fewer choices 
[H&H, May].) 

We also wanted to counteract any possi- 
ble negative attitude toward the attached 
townhouse concept, so we customized the 
models with a variety of built-in treatments. 
As it turned out, this was a wise decision. 
The built-ins were well accepted since they 
could be easily duplicated by buyers. 

Because of the prospects' high socio-eco- 
nomic profile, we also decided that a sophis- 
ticated design approach should be used in 
most models, and traditional decor in only 
a couple. Here's a brief description of the six P nbébcten Hod da 
models at Ridgegate I: cluded: (1) a living room in 

€ For empty nesters, a two-bedroom unit which a mirror, flanked by 
had a peach and blue color scheme and an- roof shingles, is used on one 
tique white furniture. The second bedroom wall to add depth to the room; 
was designed as a guest/sitting room. (2) a secondary bedroom, de- 

e For families with children in the pre- signed to double as a dayroom 
and early-teenage bracket, we decorated a Or guest sleeping quarters, de- 
three-bedroom unit in orange and blues and +۵٤٥٥ with polka dots, 
used dark furniture in the living room to Eubses, and wiokun Agen 
blend with a dark-paneled wall. 00 و کسی‎ 

e For families with one older child, we ° dde deme اھب‎ 

, a bedroom in which floral and 
decorated two models. One, a two-bedroom gingham fabrics are com- 
plan, featured a royal blue and yellow color bined to enhance the tradi- 
scheme, traditional furnishings and Orien- tional decor. 


PHOTOS: GEORGE R. SZANIK 


CAROLE EICHEN, PRESIDENT, CAROLE EICHEN INTERIORS, FULLERTON, CALIF. 
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School kids picket builders, 


It happened in La Jolla, Calif. 
when construction was about to 
start on a 297-house section of 
a 139-acre PUD. 

"We had just moved our grad- 
ing equipment onto the site," 
says project manager Bob Buie, 
“when 15 children appeared car- 
rying homemade picket signs." 

The pickets were pupils from 
a school across the street who 
were protesting because two 
natural ridges and a canyon were 
going to be graded. 

The bad guys: Avco Commu- 
nity Developers Inc. and the 
Marine Builders Co. 

Buie, an Avco vice president, 
explained that new landscaping 
would turn the scraggly canyon 
and ridges into a park with pic- 
nic and recreation areas and bike 
and jogging paths. Apparently 
impressed, the children dropped 
their signs and returned to class. 
But Buie didn't drop the matter. 

“These kids obviously had a 
pretty bad impression of build- 
ers," he says. "And we thought 
it should be changed." 

How to do it? Tell the build- 
ers’ side of the story in the 
classroom. 

Working through the San 
Diego Unified School District, 
Avco and Marine Builders put 
together a six-week series of 20- 
minute lessons for a special 
summer school course aimed at 
elementary school children. 
Teachers were design and mar- 
keting people connected with 
the project. Lessons covered: 

e House design, taught by ar- 
chitect Dale Naegle of Dale 
Naegle Assoc., La. Jolla. 

e Land planning and land- 
scape design, taught by Jerry 
Pearson of Courtland Paul/ Ar- 
thur Beggs & Assoc., Pasadena. 

e Interior design, taught by 
Quinn Robertson of Quinn Rob- 
ertson & Assoc., Santa Ana. 

Advertising and public re-‏ ٭ 
lations, taught by Gail Stoorza‏ 
of Gail Stoorza Marketing Com-‏ 
munications Co. and Dick‏ 
Brooks of Phillips Ramsey Ad-‏ 
vertising Inc.‏ 

In addition, Buie handled the 
opening and closing sessions. In 
the first, he described exactly 
what was going on at the PUD, 
then took the children through 
it so they could see what hap- 
pens during grading, pouring of 
slabs and framing. 

For the wrap-up session, he 
tied up loose ends and con- 
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ducted another project tour so 
that the children could better 
understand some of the ideas 
they had learned. 

The sessions weren’t just talk 
by the instructors. They in- 
cluded before-and-after home- 
work assignments. Example: 
For the advertising session, 
pupils were told to bring in ads 
they liked. The after-class as- 
signment: "Create your own ad 
based on what you've learned." 
(Two of the childrens’ ads are 
shown at left.) 

The kids were so interested in 
the course that some of them 
began visiting the project every 
day to check on progress. And 
when the grand opening parties 
are held, the first will be exclu- 
sively for the children and their 
parents. 

Although it's difficult for 
Avco and Marine Builders to 
gauge what effect the course had 
on community relations, 
they're impressed enough with 
the changed attitude of the chil- 
dren to plan similar programs 
as a part of all of their future 
projects. 


The new GE Home Sentry" 
Smoke Alarm home buyers are 
seeing on television and in magazines 


is available at GESCO outlets now! 


Home Sentry Smoke Alarm 
GENERAL (6 ELECTRIC 


And now's the time to make 
sure every house you put up 
for sale has the built-in sales 
appeal of GE's New Home 
Sentry Smoke Alarm. 

Why a Smoke Alarm? 

Because prospective buy- 
ers in increasing numbers are 
demanding the protection 
against the hazards of fires 
that a reliable smoke alarm af- 
fords. Because the FHA re- 
quires the installation of a 
smoke alarm in new homes in- 
sured through the FHA. And 
because more and more local 
building codes require them. 


Why the GE Home Sentry 
Smoke Alarm? 

First of all, the GE name is 
assurance to you and prospec- 
tive home buyers that the 
Home Sentry Smoke Alarm is 
a reliable quality product. In 
addition, hard-hitting national 
television and print advertising 
throughout the fall will make 
your customers aware of the 
benefits of GE's Home Sentry 
Smoke Alarm. 

How GE's Home Sentry Works 

GE's New Home Sentry 
Smoke Alarm is a true early- 
warning device— an ionization 


detector so sensitive it can de- 


tect a fire and set off an alarm 
often before appreciable 
smoke is visible. When sec- 
onds count, the Home Sentry 
Smoke Alarm can help give the 
homeowner the time it takes to 
evacuate his family safely. 
Solid-state circuitry helps en- 
sure reliability. 

The Home Sentry AC model 
operates on ordinary house- 
hold current and is easily in- 
stalled in a standard 32" 
octagonal or 4" square junc- 
tion box. It has an operating 
signal light and a test button 
to help assure that the unit is 
in working order. There's a 
"quick disconnect" feature for 
easy servicing, and GE has al- 
most 200 service facilities to 
answer questions and help 
solve servicing problems. 

The wired-in unit retails for 
less than $40. GE's Home 
Sentry is also available in a bat- 
tery-operated modelthat retails 
for under $55. Both models are 
UL-approved, and both are 
available now through all 190 
GESCO outlets. 

To give the houses you 
build the added appeal of a GE 
Home Sentry Smoke Alarm, 
contact your local General 
Electric Supply Company dis- 
tributor now. They're listed in 
the Yellow Pages. 


GENERAL 办 ELECTRIC 
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First results in on California's 'don't-use-so-many-windows rule 


The rule was adopted earlier this 
year by the state's Commission 
of Housing and Community De- 
velopment to save energy. Actu- 
ally it gives builders this choice: 
Limit window area to 20% of 
gross floor space or, if more win- 
dows are desired, pay the added 
cost of double glazing, reflective 
glass foils or glass tints. 

But California's average-price 
tract builders aren't about to in- 
vest in thermal glass. 

In fact some of them are tell- 
ing their architects to shrink 
window area to even less than 
the 20% limit. The reason: the 
commission's thermal-design 
standards also require beefed-up 
insulation in walls and ceilings 
and builders can qualify for re- 
ductions in those requirements 
by eliminating still more win- 
dows. 

Some of the effects so far: 

Eichler-type houses out. The 
classic glass-walled house with 
exposed-deck ceilings, pion- 
eered and built by Joseph Eichler 
for 25 years, is no longer feasi- 


ble. 

“We've built the last of 10,000 
Eichlers," says Al Eichler, who 
continued building the line after 
his brother’s death last year. 

“We can’t use all that glass 
anymore. And exposed deck and 
open-beam ceilings are out be- 
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cause now you have to add a 
false ceiling underneath so that 
there’s space for 4” of insula- 
tion." 

Vanishing skylights. “In tract 
housing, skylights are a thing of 
the past," says architect Phil Pe- 
karek of Bates, Bassenian & Pe- 
karek, Newport Beach. "Tract 
builders can't afford to add 
enough insulation elsewhere in 


the house to compensate for 
them. Unless manufacturers 
come up with a triple lamina- 
tion or other thermal improve- 
ment to make them feasible, 
you won't see many more sky- 
lights in California." 

Fewer bathroom windows. 
Builders are beginning to treat 
bathrooms on outside walls the 
same as inside bathrooms, says 
Pekarek, which means windows 
are eliminated. 

Smaller sliding glass doors. In- 
stead of the 8' slider that has 
long been standard in California 
tract houses, builders are scaling 
down to 6' and even 5' doors. 

More blank walls. The lower 
the price of the house, the 
greater the expanse of uninter- 
rupted stucco as builders cut 
down on windows to reduce in- 
sulating costs. 

Pekarek's firm has come up 
with an idea to turn blank walls 
into assets: Use them on the 
street side and screen them from 
the street with a decorative 4' 
privacy wall. The space between 


center. 
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can be used as landscaped entry 
court. 

Another option from Pe- 
karek's firm: Instead of elimi- 
nating windows, make them 
smaller and tuck them up under 
roof overhangs so they're com- 
pletely shaded. Robert H. Grant 
Corp. used that solution in the 
San Jose tract house shown here. 
This model, one of the first 
houses to be built under Califor- 
nia’s new standards, sells for 
$40,995 to $41,695. 

California's controls over 
heat loss and heat gain in resi- 
dential buildings are the most 
stringent ever adopted by a 
state. (In fact, as originally 
adopted they were even more 
drastic, limiting window area to 
2096 of total wall area rather 
than gross floor space.) They are 
several steps ahead of the Na- 
tional Bureau of Standards’ $15,- 
000 window study announced in 
August. And their effects, par- 
ticularly on exterior building de- 
sign, preview what may be com- 
ing in other states. 


Marcy Physical Fitness Products 
are designed for use in the 
home or office. Let your pros- 
pective buyer or tenant know 
you care by making it conven- 
ient and fun to stay in shape. 
Our trained representatives are 
available to aid you in the design 
and layout for the purpose of a 
more effective physical fitness 


Write for information on our 
complete line of physical 
fitness products. 


MARCY GYM EQUIPMENT CO. 
A Full Service Company 

With Quality Physical 

Fitness Products Since 1946. 
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‘Tell your remodeling customers: 
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It pays to stay with gas. 
ia کک‎ 


Gas appliances use less energy, 


cost less to operate. 


Huge remodeling /replacement market. 33 mil- 
lion families heat with gas. 29 million families heat 
water with gas. 32 million families cook with gas. 
9 million families dry clothes with gas. A lot of 
them will be remodeling this year and replacing 
their gas equipment. Here are some facts you 
should know about gas: 


Gas is the efficient energy. People replacing 
their old gas equipment with new gas equipment 
don't add to the energy problem. Studies by the 
U.S. Government's Council on Environmental 
Quality show that gas appliances use considerably 
less of America's energy resources than other com- 
parable types of appliances. And they cost less 
than half as much to operate. 
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Gas will keep coming. The Federal Power Com- 
mission has specified that the natural gas indus- 
try's first priority must be to keep on supplying 
homes that now have gas. So your customers for 
home additions and other remodeling can expect 
to have continued gas service. 


How to have satisfied clients. Recommend that 
your customers stay with gas. They already know 
about the convenience and dependability of natu- 
ral gas. They'll thank you for pointing out its effi- 
ciency and economy. Now more than ever, it pays 
to stay with gas. 


Use gas wisely. It's clean energy 
for today and tomorrow. 0۸۰ھ‎ 
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rorecasr s: A measured 
recove 


At least a million single-family starts. 

That’s what forecasters see for next year. 

They disagree on multifamily: High interest 
rates could abort recovery in that sector; lower 
rates could allow nearly half a million new 
units. 

But either way, a recovery. 

And whether the final total for the industry 
is 1.3 million starts or 1.5 million (or conceiv- 
ably even higher), it will be all the more solid 
an achievement for being reached in the face of 
adversity. 

Make no mistake, this will be the most diffi- 
cult recovery housing has undertaken in the 
postwar era. 

The money market squeeze will tighten un- 
comfortably as the Federal Reserve continues 
to fight inflation. 

Mortgage rates will hover a little below—if 
not at—historic highs. 

New housing will remain disconcertingly ex- 
pensive. 

And the consumer will still be trying to get 
over the worst scare he’s had since the ’30s. 

The housing industry will have to live with 
some of these problems fora long time to come; 
the homebuilding climate has changed, per- 
haps forever. Two million starts a year may 
prove the peak, not the norm. 

But there are still a lot of houses to be built 
next year and the year after that. And there will 
be room in the economy to build them. 

—HAROLD SENEKER 
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How a Fed governor 
and a top economist see 
housing and money 


A Fed governor: Builders’ greatest worry is inflation 


Philip E. Coldwell, a governor of the Federal 
Reserve, puts it this way: 

“The homebuilders’ main problem is in- 
flation. The accelerated cost of doing busi- 
ness is pricing them out of their markets. 

“Its not lack of mortgage money," Cold- 
well emphasized in an interview. "There's 
no shortage of mortgage money today, 
though, I'll grant you, at historically high 
rates. 

“Their principal need now is time and sta- 
bility, to clear excess inventory." 

Coldwell considers inflation the Fed's big- 
gest problem too, and time and stability its 
greatest needs. 

Diagnosis. Coldwell is a career economist 
with the Fed who rose to his post with the 
Board of Governors last year. 

The full board's concern is with the econ- 
omy as a whole, of course, rather than sim- 
ply with its housing sector. Because a stable 
economy is so vital to a housing recovery in 
1976, however, Coldwell was frank in de- 
tailing the Fed's overall concerns for 1976 
and its strategies for coping with them. He 
warned first of all: 

e "We have to reduce inflation." 

e “We have to rid the economy of expec- 
tations of inflation." 

e "A gradual recovery is important, to 
allow us time to finance the enormous fed- 
eral deficit." 

e "Timing is the key .. . If the economy 
moves up too fast, businesses not borrowing 
heavily now will come into the marketplace 
too soon and all at once. Some of them will 
then be unable to borrow enough." 


Admonitions. Coldwell then made sev- 
eral other points by way of further warning. 

€ "(The Fed's) swings between monetary 
ease and restrictiveness have been too ex- 
treme. They must be moderated." 

€ “The international position of the dol- 
lar is important. Wide swings in its value, 
such as we have experienced, disrupt trade. 
We have been supporting the dollar." 

e "Another problem is New York City. 
There's not much the Fed can do about that, 
but it affects the stability of securities mar- 
kets, and we have to watch them." 

* "And there are the massive problems 
the banks have with the REITs, as well as 
problems with direct real estate invest- 
ments by the banks themselves." 

Prescription. The Fed is counting on slow 
growth to help it maintain balance in the 
face of all these difficulties, Coldwell said. 

“If the economy moves up gradually 
enough and smoothly enough, we can avoid 
excessive crowding out (i.e., the process by 
which all borrowers except those paying the 
highest interest rates are crowded out of the 
credit markets). 

“The question becomes: What rate of re- 
covery should we have? In real GNP, 10% 
to 12% would be too fast. We could absorb 
a 695 to 8% rate during the recovery without 
excessive inflation. 

"But the closer we get to 8%, the more we 
have to worry about moving too fast; the 
closer we get to 6% the more we worry 
about moving too slowly. 

"| would opt for the lower end of the 
range, to avoid inflation." 


CHICAGO UNIVERSITY'S FRIEDMAN 
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Milton Friedman: Tight money will lower interest rates 


The nation's leading monetarist, Milton 
Friedman of the University of Chicago, gave 
this prescription for a healthy economy— 
and implicitly a healthy housing industry. 

“The pressure is always on the Fed to in- 
flate the money supply. They should resist. 

“The best way to achieve stable, low in- 
terest rates for the long run is to maintain 
stable, low growth in the money supply. 

“That would be good for the economy" 
(and ultimately good for housing). 

“The Fed should stick to its original 5% 
to 7% % goal, not the slightly higher version 
it has now. Then it ought to plan to bring 
the money supply growth rate gradually 
down to 2% a year, and keep it there. 


“The Board should also change its method 
of controlling the money supply and quit 
pretending it can control interest rates. 

“It can't really control them usefully. An 
increase in money supply lowers interest 
rates for about six months; thereafter inter- 
est rates rise, to offset inflation. That inter- 
val is shortening now, because the money 
markets are getting wise. 

“The only merit of the present technique 
of controlling money (through manipu- 
lation of the federal funds rate) is that it's 
so sloppy it helps the Fed avoid account- 
ability to Congress for the Fed's behavior. 
They should control banks' reserves di- 
rectly." 
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Four housing experts 
forecast oye ahead... 


“I rank myself as a deflated optimist,” says 
Harry Schwartz, the vice president for eco- 
nomic analysis at FNMA. 

He has company. 

All of our panel of economists this year 
predicted a recovery, but all were cautious 
and most of their forecasts had recently been 
revised downward. 

“The problem," summed up Michael Su- 
michrast, chief economist for the NAHB, 
"is the pinch (this year and next) between 
the federal deficit, the Fed's fear of inflation, 
and growing private demand for funds." 

This pinch is what has driven up interest 
rates in recent months, reviving fears of dis- 
intermediation and of drying-up mortgage 
markets. 

The art of assuming. Here is how Su- 
michrast arrived at a forecast for 1976: 

"We have to make certain assumptions, 
he said. “We assume at least a neutral mone- 
tary policy on interest rates"—one that will 
not push rates higher than they have gone 
this fall. 

“We assume only a 6% to 7% inflation 
rate. 

“We assume continued help from GNMA 
and some help for single-family con- 
struction from the Emergency Housing Act 
of 1975. 

"And we assume 200,000 new multifam- 
ily starts from the government's Section 8 
program. 

"With those assumptions, we can see 1.4 
million to 1.5 million starts for 1976." 

Interest rates are crucial, and Sumichrast 
likes to use the rate for 90-day Treasury bills 
to keep track of them. "If the bill rate 
doesn't get over 6% next year, we'll be in 
good shape," he promises. 

"But when it gets above 6%, the mutual 
savings banks (concentrated in sophisti- 
cated financial centers) begin to feel disin- 
termediation. 

“When it gets above 6.5%, the S&Ls begin 
to feel it. 

“When it get above 7% . . .” He shrugged. 

Whither the Fed? George Christie, vice 
president and chief economist of McGraw- 
Hill Information Systems Co., has tried to 
foresee the path of the general recovery next 
year. He has visualized this scenario: 

"A crunch of some sort is almost inevita- 
ble as the Treasury, which must borrow 
heavily . . . to cover its huge recession defi- 
cits, meets head on in the money markets 
with the Federal Reserve. 

"For a while, the pace of the recovery is 
apt to quicken as industry goes through a 
brief period of inventory accumulation. As 
long as it lasts, this burst . . . will give the 
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Federal Reserve lots of statistical support for 
its restrictive policies. (A strengthening re- 
covery, they [will] insist, is enough evidence 
that tight money isn't harmful.) So as the 
Fed holds tight, and the Treasury borrows 

. . interest rates will continue to rise... 
and housing will suffer. 

The turning point. "Early next year, how- 
ever, the economy's recovery will begin to 
sag—partly because the spurt of inventory 
building will have run its course, and partly 
as a direct consequence of tight money and 
high interest rates. 

"That is when the Federal Reserve is 
likely to back off." 

Hence for housing, he expects a "flat 
spot" extending into next year, "followed by 
a resumption of expansion by, or before, 
mid-1976. 

"The alternative—unrelentingly tight 
money to the point of sacrificing the recov- 
ery altogether—just isn't politically accept- 
able in an election year." 

The stronger second half gives him a full- 
year estimate of 1.5 million starts, just over 
1.0 million of them single-family and 500,- 
000 multifamily. 

View from S&L country. Kenneth J. Thy- 
gerson, chief economist for the U.S. League 
of Savings Associations, takes a different 
view. He believes rates will decline through- 
out most of 1976, perhaps as much as 50 
basis points. He has reasons for viewing this 
prospect coolly, as far as starts are con- 
cerned. 

He forecasts "savings flows in the range 
of $35-40 billion for S&Ls. 

“This quantity of funds would be more 
than adequate in normal years . . . Unfortu- 
nately, the problems . . . faced by commer- 
cial banks and REITs . .. and high yields on 
other assets have put the real estate financ- 
ing burden squarely on the shoulders of 
S&Ls." 

Thygerson points to some comparative 
figures to illustrate the problem. “In the first 
six months of 1975, associations accounted 
for 7695 of the total private mortgage mar- 
ket. This compares to a more normal 45%- 
55% share." 

A reminder: inflation. Thygerson expects 
the less than ardent stance of other lenders 
to continue and to slow the housing recov- 
ery next year. And he emphasizes another 
concern. 

“Inflation continues to be the nemesis," 
he warns, both for the financial markets and 
the recovery. “An inflation rate early next 
year in the 6%-8% range will limit real-in- 
come growth," stunting consumer demand. 

Thygerson had been quite optimistic ear- 
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lier in the year but, like the others, has been 
revising estimates downward as 1976 ap- 
proaches. Even so, he opts for a forecast of 
1.5 million starts next year, including 450,- 
000 multifamily units. This is still a sizable 
gain over 1975, which he calculates will see 
1.15 million starts overall, 275,000 of them 
multifamily. 

But Thygerson, like the others, is quick to 
observe that housing prospects for next year 
cover a wide range of possible worlds. The 
best possible worlds, he figures, could pro- 
duce up to 1.7 million starts; the most un- 
fortunate ones (discontented observers 
might say the normal ones), as little as 1.3 
million. 

Schwartz, the deflated optimist, is more 
deflated than Thygerson. Schwartz, too, has 
been revising forecasts earthward of late, 
and he is now down to 1.3 million starts. 
Along with less-than-satisfactory flows of 
funds and high interest rates, he points out 
that "consumers face utility costs and real 
estate tax rates (that restrict] housing de- 
mand. 

"| assume that interest rates will not rise 
much above present levels." 

On the other hand, he is mindful of the 
bullish impact of lower rates. If the Treasury 
bill rate drops to 6%, “or a little less," he 
figures home mortgage rates might go back 
to 83496. "That environment might permit 
1.6 million units," he estimates. 

Multifamily question. There is a con- 
sensus among these economists on single- 
family starts—they look for just a bit over 
a million. But they disagree considerably on 
multifamily. Given interest rates at current 
high levels, Schwartz argues, "the likeli- 
hood of a recovery in this sector is... very 
low." 

Thygerson, on the other hand, expects 


... while a housing scholar 
takes a sober long-term look 


450,000 multifamily units next year and 
Christie 500,000. 

The big multifamily question mark, ac- 
cording to Sumichrast, is Section 8. His ex- 
pectation of 200,000 starts from the program 
may be high, he admits. But he argues that 
Carla Hills, who has avoided committing 
herself in the past, “has promised 400,000 
units (from Section 8) in 1976, about evenly 
divided between new units and rehabil- 
itation of old units. When she gets up in 
front of 25 or 30 witnesses and says that, and 
then she repeats it 一 well you have to take 
her seriously." 

But occasionally his faith in Mrs. Hills 
seems to waver. In darker moments he as- 
serts, "Section 8 alone can make the dif- 
ference between a good year and a bad year." 

A look back. The economists agree that 
a return to the historic boom conditions of 
1970-73, when the apartment starts rate 
briefly topped the million-a-year mark, is 
not in the cards. Next year will be a recovery 
yearlike 1971, but will not see as many mul- 
tifamily starts, warns Christie. “Not with- 
out 1971-type shortages; not without 1971- 
type subsidies; and not without 1971-type 
interest rates." 

He also points out that vacancy rates, re- 
cently 6.3%, understate supply because 
they do not include unfinished apartments 
and unsold condos, “both of which exist in 
abundance in certain parts of the country." 

Sometimes the panelists seemed embar- 
rassed to be forecasting such modest num- 
bers of starts. But economists tend to be an 
optimistic lot, and to the nation's home- 
builders, whose rose-colored glasses have 
long since been shattered and ground into 
dust by adversity, the estimates might seem 
a case of "I'm so far down it looks like up 
to me." 


And-a glance at a real crystal ball 


Eager to sample all shades of opinion HOUSE 
& HOME dispatched a correspondent to the 
recent First World Congress of Sorcery in 
Bogota, Colombia. Reporter Penny Lernoux 
of Bogota filed this report: 

Professor Zedir frowned at the murky 
crystal ball. "The signs are not favorable for 
the U. S. housing industry," he intoned. “It 
is a time of great melancholy." 

Incense swirled around the swarthy as- 
trologer. "I can see the interest rates, I can 
see the interest rates," he shouted, and just 
then the whole room shook. For such was 
the press of the crowds outside that Zedir's 


cardboard walls threatened to collapse. 

Although Zedir could not predict a prom- 
ising future for U. S. homebuilders, he had 
no doubts about the money in his own crys- 
tal ball; he was doing a land-office business 
amid the witches' beehive of 160 stands sell- 
ing love potions, spells and the like. 

Zedir, who has been a practicing astrolo- 
ger for 15 years, explained that the housing 
industry's sign, Capricorn, was unable to 
throw off the "evil influence of the planet 
Saturn." 

“The industry needs at least another year 
for a turnaround," he predicted. 


GEORGE STERNLIEB 
Director, Center for 
Urban Policy Research 


Rutger's University 


The current weakness in housing starts is 
not a short-run dip but the reflection of a 
new long-term reality. Housing forecasters 
and economists generally have been prison- 
ers of history—and history as a rule for 
things to come is now misleading. 

There are very few things which the 
United States does so uniquely well as jus- 
tify its housing standard of living. Housing 
shortages in America fortunately are not so 
much a matter of providing basic shelter, 
but of catching up with changing consumer 
preferences in style and location. Such 
"shortage" is fostered by increasing con- 
sumer competence to pay for the satis- 
faction of tastes. The failure of this element 
is the crucial new impediment. 

Rising costs. Money costs may ease for 
short periods, but without a ferocious crash 
they are going to be consistently higher than 
was true in pre-1970 America. And basic 
operating costs have taken an abrupt up- 
ward step. 

So we have a decline in real housing buy- 
ing power among the American public. The 
supermarket, the gas station, the local and 
federal tax collectors, all must be paid—the 
residue in the hands of the potential tenant 
or buyer simply does not match the new re- 
alities of costs. 

What we are presently enjoying, if that 
term can be used, is the remnant of the one- 
family housing boom. It is generated by con- 
sumers desperate to inflation-proof them- 
selves, and they are willing to spend at a rate 
far above the ordinary rules of thumb to se- 
cure a house. 

Washington's limits. We are also watch- 
ing the decline of the rental-housing in- 
dustry. And nobody in government is taking 
notice. To an administration facing the real- 
ity of $100-billion deficits, providing fiscal 
bridges between incomes and housing costs 
must—regardless of which party is in 
power—take on a far lower order of priority. 

Unless there is pre-election pump prim- 
ing, I find it difficult to believe that 1976 will 
be the year of "back to housing normalcy." 
So any level of starts over perhaps 1.3 mil- 
lion would have to be considered a very good 
performance indeed. 


TO NEXT PAGE 
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If you want a choice housing market next 
year, pick a small town in a farm or moun- 
tain state. 

Very few of the metropolitan areas will do 
as well as the national average in 1976. 

And the greatest concentration of effec- 
tive housing demand—capable of support- 
ing production that is close to the market's 
long-term-average—will be found in the 
three westernmost regions: the plains, 
mountain and Pacific states. 

That's the gist of a sales forecast drafted 
for House & Home by the editors of U.S. 
Housing Markets, the survey of housing 
trends published periodically by Advance 
Mortgage Co. of Detroit. 

Advance's senior vice president, Chris- 
topher T. Gilson, explained the buildup of 
housing demand in the western markets in 
this way: 

"During the 1971-73 boom, these regions 
accounted for just over a quarter of U.S. 
starts. This year, they're producing a third 
or more of the nation's housing, and their 
share of next year's larger market should be 
at least as great." 

And Gilson went on to provide this inter- 
pretation of Advance's regional forecast. 


West's active markets. Virtually all the 
large markets that scored best this year in 
comparison with their boom-year produc- 
tion are in the western regions. 

In order of performance, those markets are 
Seattle; Salt Lake City; Indianapolis; Hous- 
ton; Sacramento; Portland, Ore. and River- 
side-San Bernardino, Calif. Though not in 
one of the western regions, Houston bene- 
fits from the same economic factors. All of 
those markets should remain well above the 
U.S. trend next year. Houston should be 
very strong, especially in apartments, given 
any kind of favorable money market. 

In addition, several of the largest western 
markets are poised for a strong upturn 
whenever the money market becomes fa- 
vorable. These include Phoenix (one-family 
market only), San Diego and Los Angeles- 


And homes will sell fastest in West and Plains states 


Orange County. Elsewhere, only Washing- 
ton shows this potential. 

In southern California the rental 
Occupancy rates are among the nation's 
highest, there is little doubling up and rent 
increases have been well received. The 
western cities' economies have suffered less 
in this recession than those of most other 
cities. 

Starts by regions. If we could assume— 
which is far from certain—that inflation and 
the effects of any new disintermediation 
would subside by the first quarter of next 
year and that long-term rates would come 
down enough by midyear to encourage at 
least some apartment construction, then we 
would project these numbers for 1976: 

Pacific region: 260,000 total starts, 175,- 
000 of them single-family. 

Mountain region: 115,000 starts, 80,000 
of them single-family. 

For both regions, permits would be ap- 
proximately the same as starts. 

Plains region: 125,000 starts, 95,000 of 
them single-family; 95,000 permits, 70,000 
of them single-family. 

Given a money market that is at all favor- 
able, Houston should go between 35,000 and 
40,000 starts, 15,000 to 20,000 of these in 
multiples. 

Strong rural market. One other market 
that has remained surprisingly strong and 
should be at least as strong next year is com- 
posed of those areas—predominantly rural 
and mostly in the South—that do not issue 
permits. In the boom these areas produced 
18% of all one-family starts. This year their 
share rose to 22%. Given a favorable money 
market, these areas should account for 275,- 
000 one-family and 50,000 apartment starts 
next year. 

The underlying strength of the three west- 
ern regions and Houston—and to a lesser ex- 
tent of rural areas in general—is the tilt in 
the national economy in favor of fuel and 
food producers. What spells inflation and 
curtailed buying power for the rest of the 
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nation is prosperity for the regions that grow 
wheat, corn and produce or extract oil and 
coal. 

Mountains and plains. The plains states 
and the central valley of California are the 
nation's food-growing areas. The mountain 
states are affected by new strip-mine, 
power-plant and oil-shale developments. 
Seattle is not thought of as an energy center 
in the same sense as Houston, but it is 


: 


FR, 


prospering as the staging area for the Alaska 
pipeline. 

These growth factors are producing hous- 
ing numbers for this year that are surpris- 
ingly close to those of the 1971-73 average, 
and in a few cases even better. 

Keep in mind in viewing these numbers 
that we're comparing the worst postwar 
housing year with an all-time boom. 

Seattle's spurt. Seattle's permits this year 
are running 60% ahead of its 1971-73 
average. (Those were not boom years in 
Seattle.) The only other metro area where 
permits are doing better (just barely) than in 
the boom years is Billings, Mont. But out- 
side Montana's two metro areas (Great Falls 
is the other), the state's first-half permits 
were 75% above the 1971-73 rate. In Iowa, 
outside of Des Moines, permits are running 
even with the 1971-73 rate. In Utah, Salt 
Lake City is scoring the second best per- 
formance among the major markets, some 
85% of its 1971-73 rate. But the rest of the 
state is doing fully as well as in the boom 
years. 

In the largest mountain-state markets, 
Denver and Phoenix, first-half permits were 
25% and 30% of the 1971-73 average. But 
outside the metro areas, Arizona permits 
ran almost 90% and Colorado permits al- 
most 70% of the boom-year average. In Cali- 
fornia's four largest markets permits av- 
eraged less than a third of the boom-year 
rate. In the rest of the state they ran 65%, 
and the percentage grew higher the more 
metro areas were excluded. 

East and South. The rural areas, mostly in 
the South, that do not issue permits have 
been starting one-family homes at 77% of 


the average for their best years. Production 
in these areas remains remarkably stable 
from year to year and, across the country, 
those sections benefit not only from the eco- 
nomic tilt toward the working farmer but 
from a nationwide eagerness to escape from 
cities and urban tension. 

The East and South should show decided 
upturns next year if only because they fell 
so low this year. 


Canada expects a 
rebound in '76 


Starts are expected to advance modestly in 
Canada next year—to a total somewhere be- 
tween 210,000 and 225,000 units. 

Housing experts say this year's final count 
will run between 185,000 and 199,000, with 
the single-multiple mix anywhere between 
50-50 and 60-40. 

The estimates are those of the Toronto 
Dominion Bank's department of economic 
research, which opts for the higher number, 
and the government's central mortgage and 
housing corporation. 

Apartment decline. Next year's biggest 
construction shortfall will develop in the 
apartment sector, where contractors are 
complaining about the non-availability of 
developed land, a multiplicity of municipal 
regulations and opposition to highrises. 

Money has not run short, though higher 
borrowing rates are building pressure under 
rents. The pressure will be increased by a 
national average vacancy rate now below 
the desirable level of 3%. The government's 
Assisted-Rental Program and Limited-Divi- 
dend Program have increased the incentive 
to build low-cost housing to some degree, 
but the scarcity of government funds and 
loan money from conventional lenders has 
dampened expectations. 

Government policy. Prospects for starts 
next year will depend in large measure on 
the government's attitude regarding mort- 
gage rates, currently between 11349 and 
12% %. The government has appeared reluc- 
tant lately to provide any particular incen- 
tive to builders, although John Turner, min- 
ister of finance until he resigned in Sep- 
tember, was known to favor moving hous- 
ing out of the fiscal side of government and 
into the area of social concern. He had little 
noticeable support from his fellow cabinet 
members. Whether Donald Macdonald, the 
new finance minister, thinks along the same 
lines and will have a more persuasive voice 
remains to be seen. —ROBIN NEESHAM 

McGraw-Hill News, Toronto 


Builders in 76: Changi 
plans for changing 


Single family in, rentals out, and basics back 


“The survivors will be the inheritors." 

That grim little aphorism has been going 
the rounds at giant U.S. Home this past re- 
cession, presumably because U.S. Home ex- 
pects to be a survivor. 

The sentiment may fit conditions in the 
disastrous Florida markets (in which Char- 
ley Rutenberg's big outfit is heavily in- 
volved), but it seems a bit overwrought 
when compared to the attitudes and plans 
of others in our recent nationwide survey of 
builders and their plans for 1976. 

Their collective outlook is still far from 
euphoric. In fact, they're downright cau- 
tious—after all, it's been a tough couple of 
years. 

Alan Lieberman, president of Lieberman 
Corp. in St. Louis, identified the basic rea- 
son: “There just don't seem to be any firm 
guidelines involving long-range planning. 
There are too many unpredictable and ab- 
normal forces at work today over which no 
one seems to have any control." 

But caution in the face of the uncertain 
future is balanced by considerable confi- 
dence. Most of the builders had a lot better 
than just survival on their minds. 

Consider Berton E. Korman, president and 
chief executive of Korman Corp. in the Phil- 
adelphia suburb of Jenkintown. 

"Large-scale projects are out for the fu- 
ture," he says, reflecting the general 
wariness. “I will be buying land in smaller 
parcels. 

"Development will be piecemeal because 
no one wants to risk the changes in demand 
and money markets." 

But Korman reveals that, piecemeal or no, 
he plans to build 706 houses next year, back 
up to what he considers his "normal" an- 
nual volume. (He's building a bit over 600 


this year; his recent low was 451 in 1974.) 

The plans of 60 other builders interviewed 
throughout the U.S. varied considerably, 
from increases bigger than Korman's down 
to the strategy of Donald Stoneson, pres- 
ident of Stoneson Associates in San Fran- 
cisco. He's getting out of homebuilding alto- 
gether next year. 

But his retreat is no rout; it turns out he's 
developing shopping centers instead, for his 
own portfolio. "We have just so many 
bodies," he explains, “and we want to con- 
centrate them on that." 

Besides a determination to be even more 
flexible than is usual in this industry, the 
homebuilders' survey found quite a few 
common trends: 

* Moreemphasis than everon the single- 
family detached house (townhouses were 
the second choice]. 

e Alotofnew work on the no-frills, basic 
house concept to open up the lower price 
range again. 

e A smaller countervailing trend to the 
high-priced house—the middle range seems 
more vulnerable to money-market prob- 
lems. 

€ A serious start by a few builders on 
houses that conserve energy. 

* A great reluctance to buy any more 
land than the bare minimum for immediate 
needs. Developed lots are increasingly popu- 
lar; they're superficially expensive, but look 
cheaper now than big, zoning-vulnerable 
parcels carried on borrowed money. 

e Very little interest in the unfeasible 
rental market. 

® Widespread reluctance to build still 
more condos just yet. 

Single-family first. Builders generally 
favor the single-family detached house for a 


f 
‘The middle market 
is shot’ 


IRVING Z. MANN 
President, 
I. Z. Mann & Assoc. 


FRANK MACKLE 


‘Back to basic house’ 


President, Deltona Corp. 


۹ D 
‘Two bedrooms 
for $19,900’ 


STEPHEN KAPELOW 
President, Carol Housing Corp. 
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Most builders see 


One is money, 


good reason—they follow the market. 

Given an even choice, notes Stoneson, 
people are "going to choose a townhouse 
condo over an apartment condo. They're 
going to choose a zero-lot-line or townhouse 
home over a townhouse condo. And they're 
going to choose a single-family detached 
over zero lot line." 

Townhouses may be cheaper, foot for 
foot, than detached, but they're not easier. 
Gordon D. Browning, a fast-moving and in- 
creasingly successful Dallas homebuilder 
[NEws, May '74], tried his hand at building 
a few a year or two ago. "It appears Dallas 
is not taking to townhouses like other parts 
of the country," he reports ruefully. “Also, 
it's too hard to make a profit in them be- 
cause there are too many hidden costs. 
People I know who have built townhouses 
have not made any profit." 

Buyers’ smaller budgets. "We're back to 
our original drawing board," says Frank 
Mackle, president of Miami's big Deltona 
Corp., "back to the basic house that people 
could afford right after the war and the only 
house that most people can afford today. It 
was when we pushed our homes to the $50,- 
000 level that we got into trouble." Deltona 
will concentrate on basic houses as low as 
$18,000 and usually under $30,000. 

Mackle is looking for salesmen, he says, 
who can tell northerners that Deltona has 
a house for them for 25% down and pay- 
ments of $125 a month, so they might then 
"put up with our terrible Florida weather 
and all these palm trees." 

Competition in Miami. Stephen Kapelow, 
president of Carol Housing Corp., says he 
hopes to sell 600 no-frills, one-story town- 
houses on which he has FHA approval in his 
Carol City development northwest of 


two main problems in 1976: 


the other is consumer confidence 


Miami. The two-bedroom model will start 
at $19,900 for 900 sq. ft. on a 26-ft. lot with 
front-yard parking. The three-bedroom 
model will go for $21,900. He must not have 
talked to Mackle recently, for Kapelow told 
us these will be the lowest-priced houses in 
the Miami area since 1970. 

Builders differ on how basic the basic 
house should be. Some go halfway to the 
concept, like John Crosland of Crosland 
Homes in Charlotte, N.C., who is trimming 
prices by designing to fit standard sizes of 
materials; eliminating formal dining rooms 
(for dining spaces]; trimming square footage 
10%; cutting out extra bathrooms; and 
switching to heat pumps, which cost more 
initially but save on operating costs. 

William L. Bruce of Bruce Properties in St. 
Louis goes all the way, though. He plans 
houses in the low $20,000s in a market 
where many builders feel hard put to see 
profit at $35,000. “We are going to offer 
homes without equipped kitchens," he an- 
nounces, ^with no air conditioning and no 
garage, only carpeting." He has surveys that 
indicate a market for such housing in his 
area. 

Emphasis on conveniences. Phoenix still 
demands comforts, Tom Knoell of Knoell 
Homes asserts. "Buyers are demanding ap- 
pliances as necessities. Their tastes are not 
what their parents' were. In the immediate 
post-war era they had 6-in. overhangs and 
concrete slab floors. Today's 'teepee' has 
2-ft. overhangs, carpeting, washer/dryer and 
disposal." Basically, Knoell is trimming 
down footage a bit, changing materials and 
building in 60 days instead of 90 to save in- 
terim financing. 

In Sarasota, Fla., another basic builder is 
playing both ends of the market. He will 


offer clustered homes with prefab interior 
walls at less than $32,000 and leapfrog up 
to custom homes at $60,000-plus. 

“The middle market is shot," asserts the 
builder, Irving Z. Mann of I.Z. Mann & As- 
sociates. 

There are others around the country who 
agree with him and are also angling for the 
carriage-trade customer. 

Energy consciousness. Sid Kandel, some- 
thing of a senior statesman among St. Louis 
homebuilders, argues, “In another five years 
a buyer won’t ask about the mortgage rate 
of interest; instead he'll want to see certified 
bills showing what it costs to heat and cool 
the property. 

"Already there are instances where the 
energy bill exceeds the mortgage payment." 

Out in Denver, William H. Francis, pres- 
ident of Melody Homes Division of Singer 
Housing Co., is working on a plan to give 
his customers sample utility bills in the 
1970s [see also, H&H, Oct., p. 68]. 

"From a practical viewpoint, there will be 
no gas available here in 1976. Our solution 
will be electric heat... some heat pumps, 
but mostly electric furnaces with a much 
tighter house. 

"We'll probably go to 6-in. walls with 
2x6s rather than 2x4s. We'll compress 6-in. 
batts in the walls, 13-14 in. in the ceiling. 
We'll encase the home in a polyethylene 
moisture barrier and double glazing. 

"On paper, it's possible to build this at no 
increase in construction costs, but we have 
to actually do it. 

"And we're going to have to prove to the 
buyer that it costs no more than gas to heat 
through actual utility bills." 

Land for sale. Builders' appetites for land 
have abated; too many are already suffering 


‘Dallas not taking 
to townhouses’ 


GoRDoN D. BROWNING 
President, Browning Homes 


‘No firm guidelines’ 
ALAN LIEBERMAN 
President, Lieberman Corp. 


JERRY MILLER 


‘Development 
will be piecemeal’ 


BERTON E. KORMAN 
President, Korman Corp. 


‘Leaving housing— 
but still building’ 


DONALD STONESON 
President, Stoneson Associates 


‘Have to prove 
energy efficiency’ 
WILLIAM H. FRANCIS 
President, Melody Homes 
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from land-bank indigestion, a malady af- 
flicting a number of our interviewees. Peter 
Rzepka, a director of NAHB and chairman 
of Transcon Builders near Cleveland, put it 
succinctly: 

“The carrying costs of a land bank can eat 
you alive." 

Those not so land-rich have learned from 
their fellows; builders who do buy mostly 
do so for immediate needs. Options seem 
more popular than ever in some parts. 

Environmentalism, with its costs and 
delays, further cools the land fever of yes- 
teryear. 

Increasingly, builders are rallying to the 
strategy of Russel V. Baltis, executive vice 
president of North Kansas City Develop- 
ment Corp. 

"We're going to wait a year," he explains. 
“The land will probably still be there, and 
we might get it cheaper." 

Not surprisingly, that theory is already 
being proved right in some areas; some land 
is getting cheaper, particularly in depressed 
Florida. 

Rentals no, condos someday. The notion 
of building multifamily in today's market 
met with a near-universal sniff of contempt. 
One of the loudest examples came from Paul 
Paver, president of Paver Construction Co. 
in Sarasota: "You'd have to have your head 
examined to start anything new." 

W.R. Cooper, a regional partner of giant 
Lincoln Property Co. in Dallas, warns of two 
upcoming threats that could make things 
even worse: 

“If Congress changes the real estate tax 
shelter laws as they are proposing, itis going 
to become virtually impossible to attract eq- 
uity capital for apartments. 

“That’s our biggest problem. The other is 


that if the federal government doesn't put a 
stop to their deficit spending, they are going 
to sop up all of the long-term mortgage 
money. 

"With no debt and no equity, there are not 
going to be any apartments built." 

Only Bill Bruce in St. Louis, among those 
surveyed, was willing to try now. He's start- 
ing three projects totaling 367 units. Yes, he 
agrees that current interest rates and rental 
levels render a conventional deal highly 
risky. But Bruce is building two of the proj- 
ects under Section 221(d)—both nonsubsi- 
dized—with 8.5% mortgages amortizing 
over 40 years. And he figures the virtual halt 
in rental construction in St. Louis will 
create enough shortage to drive rents up 
10% to 15% in a year. 

"Builders shy away from government red 
tape," figures Bruce, "but more effort and 
patience can produce some rewarding proj- 
ects.” 

Many builders felt that condos will play 
a large role in the future, but few were en- 
thusiastic about them for 1976; the major 
condo markets are still grossly overbuilt, 
and the minor ones still need too much con- 
sumer education. 

Problems. Most builders saw two main 
problem areas in 1976. One was, of course, 
the money markets, though the majority 
were less worried about the availability of 
money than about its price. 

The other, and paramount issue in many 
minds, was consumer confidence. 

“People are always interested in hous- 
ing," explained James Shapiro, vice pres- 
ident-marketing at U.S. Home’s central 
Florida division. "Buyer interest is often 
confused with buyer concern over economic 
health—his personally and the nation's. It's 
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‘A land bank 
can eat you alive’ 


PETER RzEPKA 
Chairman, Transcon Builders 


Russet V. BALTIS 


"Wait a year for land’ 


Executive vice president, 
No. Kansas City Dev. Corp. 
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‘Federal government's 
a problem* 


W.R. COOPER 
Partner, Lincoln Property Co. 


"We're up against fear’ 
JAMES SHAPIRO 
Vice president, U.S. Home 


not apathy, it's fear we're up against. Unem- 
ployment and international jitters are 
among the leading culprits.” 

Louis Fischer, president of General Devel- 
opment Corp. in Miami Beach, agrees. “This 
downturn isn't the same. It has been a com- 
bination of recession, inflation, catastrophic 
political loss of credibility and a general con- 
fusion unknown in recent years. 

“I foresee a slow recovery in all areas." 

He is trimming production to 500 units 
next year from 700 this year and 1,440 a year 
ago. 

No one seems to have any startling new 
way to attack this problem; everyone seems 
resigned to waiting until conditions, and at- 
titudes, improve. 

What next? Money and confidence aside, 
builders had a long list of other woes, but 
in general were far less concerned about 
them. Even inflation and rising costs got 
only a few votes as threat no. 1. In fact, one 
Atlanta builder went so far as to remark—oft 
the record—that labor and materials prices 
together are down enough so that houses 
can be built cheaper right now than they 
could a year ago. "Of course, most builders 
don't want to talk about that," he says, “be- 
cause it makes their inventory worth less." 

Certainly such matters as costs, environ- 
mentalism, red tape and the like will be no 
deterrent to most builders. 

“You know, a builder is like a cattleman," 
remarked C.P. Embrey, vice president of 
Hennessee Homes in Houston. "Once he 
gets the manure off his boots, he's ready to 
go back and give it another try." 


‘I foresee 
slow recovery’ 


Louis E. FISCHER 
President, General Development 
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Some ocal think small 
sites are more trouble 

than they're worth. Others 
think they involve 
sacrificing unit size, 
amenities or other features. 


Proper planning and design, 


however, can often solve 
these problems. And for 
the higher-priced market, 
at least, a project built on 
a small site can offer two 
major advantages: 

The first advantage is 
location; small sites 
are often the only ones 
available in desirable, 
established neighborhoods. 
And the second is the sense 
of exclusivity that a 
small-scale project can 
create. 

On the next six pages 
you will see four such 
projects, none larger than 
2.4 acres and all in prime 
locations. Densities range 
from eight to 21 units to 
the acre, and prices from 
$56,000 to $137,000. 
—NATALIE GERARDI 
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IN LOS ANGELES 

5] townhouses 
plus recreation 
in the heart 

of downtown 
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Hancock Square represents a private ap- 
proach to urban renewal. The developers, 
Resnick Co. of Encino, Calif., tore down a 
block of 24 older single-family homes in the 
convenient Wilshire Boulevard section of 
Los Angeles to create the 2.4-acre project 
Their aim was to create a townhouse en- 
clave attractive enough to lure affluent 
empty nesters back to the center city. 

The project posed three problems for 
Richardson Nagy Martin, the architects and 
planners: how to achieve an economical 
density without crowding or skimping on 
unit size; how to provide security without 


J 


Dramatic interiors result from a level change be- 
_ tween the front and back of the second floor. 1 
_ change lends drama to the master suite, and it also - 
allows for higher ceilings in the living room and, in '۔‎ 
some cases, the dining room. Other dramatic touches 
are a second-floor atrium in the A unit and skylight 
_ which turn the upper hall ways into galleries. Because 
` of the stairs, only a few of the older empty nesters 


the project was originally intended for have bought. 


turning the project into a walled fortress; 
and how to create the privacy that upper-in- 
come buyers used to large houses would ex- 
pect. 

A key decision in solving these problems 
was to place the parking underground, rais- 
ing the homes a half level above the street. 
Another was to turn the project inward, fo- 
cusing on a central recreation core which 
gives a feeling of openness (see photos above 
and site plan). 

Once car traffic was moved underground, 
it was possible to create above ground a 
parklike setting with extensive planting, 


brick walkways, fountains and conversation 
nooks. At the same time the underground 
garage could be protected by locked gates, 
locked stairways and locked elevators. To 
add to the security, the garage area was 
brightly lighted, as is the rest of the project. 

A feeling of privacy was achieved mainly 
by putting patios in front and back of all the 
units, and decks and balconies on the second 
floor. The staggered effect created when 
larger A units are joined to B units also 
helps. Other touches that create privacy: a 
series of pergolas that run along the perime- 
ter of the recreation area (photo top of page] 


. Buyers are mostly couples, some with children, and 
- singles. Prices range from $72,000 to $80,000 
/::2,495-sq.-ft. A plan and $58,000 to $71,500 for 

-2,069-sq.-ft. B plan. Maintenance is $57 a month. 


and between the units in the two places 
where they face each other, and extensive 
use of jalousie windows and Bermuda shut- 
ters (photo above, right). In addition, the 
main living areas of the homes are on the 
street side, with the nearest neighbors over 
100 ft. away and thick plantings of trees in 
between. 


TO NEXT PAGE ge- 
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SMALL SITE CONTINUED 


PHOTOS: C. L. NORTON PHOTOGRAPHIC SERVICES 


MASSACHUSETTS AVENUE 
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IN LEXINGTON, MASS. 


16 historic-looking 
attached homes 
in the center of town 
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Unlike the other projects shown on these 
pages, Russell Square posed a problem to its 
planners not so much because the site was 
small, but because of its location. 

The two-acre parcel on the eastern edge 
of Lexington's commercial district required 
special treatment because it is in a historic 
area and contains a historic building. Devel- 
oping this land was an emotional issue for 
the people of the community, who some- 
how had taken it for granted that it would 
remain open forever, like the Lexington Bat- 
tle Green on the opposite edge of the town 
center. And, indeed, both sites serve the 
same function—a transition between the 


New neighbor for a historic house 
is the 1,476-sq.-ft. unit 2 shown in 
A portion of the old 
house Except for a 
particularly handsome fanlight over 


photo at left 
is also visible 


the front door and triangular pedi- 
ments over some windows, the old 
house is almost indistinguishable 
from its new neighbors 


commercial and residential districts. 

The development plan, devised by F. Wil- 
liam Smith, himself a resident of Lexington, 
and the architectural firm of Royal Barry 
Wills Assoc., which is known for colonial 
designs, called for the old house to be pre- 
served as part of a 16-unit condominium de- 
velopment that would look like a little colo- 
nial village. 

The success of the concept can be mea- 
sured by the speed with which the units 
sold: At a time when housing sales were at 
rock bottom, Russell Square sold out in less 
than four months. And 90% of the buyers 
came from Lexington. 


“This development," says Richard Wills, 
AIA, the architect and planner, "raised a 
very familiar issue: How to preserve the 
scale and esthetics of a historic area in a 
community that was once rural but is now 
subject to urban economic and population 
pressure." 

Wills believes that converting a historic 
property to an economic use enables it to 
withstand the pressures for demolition and 
change. And that's exactly what Russell 
Square does. 

The old building—which was a hotel built 
by the Russell family in 1864 and incorpo- 
rated a home that had been built in 1754— 
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was split into two units, and two more units 
were added to form a cluster. Its location— 
shown in gray on the site plan (/Jeft/—and the 
fairly steep slope of the land toward Woburn 
Street determined the siting of the other 
units. 

Then the predominant two-story build- 
ings were combined with smaller one-and-a- 
half-story units to create well-scaled clus- 
ters. A second older house that was on the 
site was moved to fit into this scheme, and 
three separate covered parking areas were 
designed to look like carriage sheds. (The old 
house had its own parking where the ground 
sloped away behind it.) 
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ATLANTIC OCEAN 
iui 
IN HAMPTON BEACH, N.H. 
26 multi-level 
townhouses 


with a view of 
the ocean 


IN ANNAPOLIS, MD. 


20 large 
townhouses 
in an area 
of fine 

old homes 
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When a group of Massachusetts developers 
formed a company known as St. Magnus 
Assoc. to buy an old but still profitable 
motel on the ocean at Hampton Beach, 
N.H., they were planning to build a highrise 
apartment building. 

That proved unfeasible, however, because 
of sewage problems. Thus it became neces- 
sary to squeeze as many condo units as pos- 
sible onto the 1.5-acre site—with two re- 
quirements: that each one have an ocean 
view, and that the motel's swimming pool, 


In the Eastport section of Annapolis, Md., 
developer Bob Ford acquired a choice parcel 
of land jutting out into the water where the 
Severn and South Rivers flow into 
Chesapeake Bay. The site, which contained 
only one large turn-of-the-century house, 
consisted of two irregular pieces joined by 
a steep slope. Although it was considered to 
be two acres, the property line actually went 
out into the water. 

The neighborhood was zoned for me- 
dium-density apartments and townhouses, 


TN 
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which was located on the ocean side of the 
property, be preserved. 

Architect Richard Bertman of Childs Bert- 
man Tseckares Assoc. in Boston met both 
requirements and still succeeded in getting 
26 units on the site. Nine were built along 
the front edge and another nine look out 
over the swimming pool. All were staggered 
to follow the curving property line and to 
improve the view. 

Finally, eight units were placed along the 
back edge of the property, but sharply angled 


WAV کچ سے ہہ‎ en, 


but still consisted mainly of large older 
homes. So Ford decided to build large town- 
houses on the site. He also decided to abide 
by the constraints that a recent planning 
study had recommended. These included: 

e Building height at the street and water 
were to relate to pedestrians. 

e Twenty-five percent of the water front- 
age was to remain visually open. 

€ Street ends were to remain open to the 
breeze and view. 

€ Roof pitch was to be low—1-in-2. 


a. 
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so that they would have an oblique view of 
the ocean. Fifty-two percent of the site was 
covered by buildings, roads and parking, 
leaving 48% as open space (see site plan 
above, left), a surprisingly high proportion 
considering the density and small size of the 
project. 

The units themselves are narrow—16'^- 
ft. wide—but not small. All have approxi- 
mately 1,662 sq. ft. with two bedrooms plus 
a loft. 

To make the most of the view, Bertman 


e Building bulk was to relate to the exist- 
ing neighborhood. 

€ Parking was to be increased 20% over 
existing regulations. 

e Planting was to be at least equal to 
what was already there. 

The result is The Courts on Horn Point, 
planned and designed by architect David 
Cumins Mitchell of Design 1, Washington, 
D.C. The old house was torn down to make 
way for 20 large—2,616 to 2,916 sq. ft.— 
townhouses sited so that all would have full 


put the living areas on the second floor. This 
meant he could place a fenced patio area out- 
side the master bedroom on the ground floor 
to insure privacy. It also meant that the 
buyers' view of the ocean would not be dis- 
turbed by the traffic on the heavily-traveled 
street in front of the project which, as the 
photo above shows, is very close to the 
units. 

To make the transition to the second floor 
living area easier, the entry from grade was 
raised a few steps above the ground floor. 
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Lee PEN 


or partial views of the water. All of the re- 
quirements listed above were met, and some 
5596 of the land was left as open space. 

The units are three-and-a-half stories 
high, and some were set right into the slope 
(see photo above), creating a windowless 
utility room in the rear. The front, however, 
is at grade and is used for a den and some- 
times for a third bedroom. 


Thus the clerestory windows above become 
the first thing a person sees when he enters 
the house, and this automatically draws 
him up into the living area. 

The kitchen/eating area, which is in the 
rear of the house, was also raised a few steps 
to give a sense of looking over the living 
room to the view beyond (see section 
above). 


Streetscape (below) looks as if 
it might be a subdivision of 
large single-family houses. 
Instead the "houses" are con- 
nected four-unit buildings 
(overleaf). New England salt- 
box-like architecture was 
used because it lends itself to 
contemporary planning while 
still appealing to prospects’ 
traditional backgrounds says 
architect Gerald Li. 

Private entrance courtyards, 
like the one at right, have 
stronger than usual appeal for 
Stonington’s market because 
they’re owned individually 
rather than in common. The 
courtyards (the smallest is 
400 sq. ft.) screen front doors, 
giving more privacy than is 
usual in townhouse projects. 


Building group (left) seen 
from inside a cluster, shows 
how open the project is 
despite the effective 13-unit- 
per-acre density. 
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townhouse project 
is tapping 
a market that condos couldnt 


Its being marketed on a fee- 
simple/homeowners association basis, and 
it’s outselling all the condo competition in 
the area. 

The project—Stonington in Charlotte, 
N.C.—opened a little over a year ago; since 
then 47 units have been sold at $24,950 to 
$34,950—a sales pace that comes close to 
the four-per-month that’s normal for the 
area even in the best of markets, says devel- 
oper Frank Headon of Headon & Co. Inc. 

Most of these 47 sales have been to people 
who didn’t want condos, even though they 
normally would be considered prime condo 
prospects—moderate-income singles, work- 
ing couples, divorced people and empty nes- 
ters. 

“Many of our buyers had been under-liv- 
ing in rentals rather than buy condos,” says 
Jan Mason, project manager. "Some of our 
young marrieds, for example, were living in 
$150 to $175 apartments when their in- 
comes easily could have supported $250 to 
$280 monthly payments. But they didn’t 
buy until we opened, even though nearby 
condo projects offer roughly the same 
amount of house for the same price as ours." 

Why is fee-simple ownership so impor- 
tant to Stonington buyers? One reason, says 
Ms. Mason, is that they're traditionalists. 

“All their lives they've heard that emo- 
tional security comes from owning your 
own home,” she says. "And the shared-re- 
sponsibility concept of condo projects scares 
them off." 

Another important reason: Stonington's 
$34.50 monthly homeowners association 
fee is a lot lower than most condo common 
fees. 

Obviously, Stonington's success is due to 
more than just its fee-simple sales program. 
Buyers say they particularly like the private 
entrance courtyards (photo, top right facing 
page)and the variety of floor plans (overleaf) 
that provide from 1,040 to 1,300 sq. ft. of 
living area. For a close look at how the proj- 
ect works, turn the page. 
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STONINGTON CONTINUED 


A repeatable 
four-unit building 
module 

is the key 


planning 
element 


The modules, each comprising one single- 
story and three 2-story units, are paired in 
most cases to make eight-unit buildings. 
The result: several advantages over the row 
houses which people in the area are used to. 

eThe module is compact, so it keeps 
ground coverage almost as low as row 
houses. 

elt can be rotated to accommodate a vari- 
ety of site situations. 

@ [tis arranged so that there's no closed-in 
feeling for people looking out of upper-story 
windows. Reason: One-story units are the 
connecting links that join the modules. 

e It gives each owner a completely private 
entrance courtyard. 

e It offers a variety of elevations and inte- 
rior layouts. 

"We designed each of the four units for a 
different buyer profile," says Gerald Li of 
Clark, Tribble, Harris and Li, architects for 
Stonington. "In contrast, most townhouse 
projects in this area consist of row houses 
with only exterior cosmetic treatments de- 
fining one unit from another." 

As the site plan above shows, building 
groups in the project are clustered in various 
configurations to work with the odd shape 
of the site. Each cluster opens onto a public 
courtyard which, in turn, leads to one of sev- 
eral parking areas. The latter are pocketed 
and landscaped so they are virtually invisi- 
ble from any of the private courtyards or 
from the project's main road. 

The overall effect is of a series of small 
villages rather than a single high-density 
project. And the village-like environment is 
reinforced by a passive amenity program— 
jogging and walking paths, lawn games and 
a five-acre woodland. 一 JuNE R. VOLLMAN 
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You may think your 


advertising is doing its job 

if it gets the crowds out. 

But mere numbers wont necessarily 
pay off in sales. What you 


really need is... 


Advertising 
that pulls 
qualified traffic 


This is the team that creates 


Pardee’s rifle-shot ads 


The basic concepts and the copy are 
the work of Walter Browder (right), 
Pardee’s in-house director of advertis- 
ing. He passes these on to Allan Zukor 
(left) of Allan Zukor Graphic Design, 
"who," says Browder, “turns them 
into great ads." 

Here’s how a Pardee ad is born: 

"First," says Browder, ‘Vance 
Meyer, our marketing director, tells 
me what kind of buyer the project is 
aiming for. He is very explicit and very 
accurate. 

“Then I come up with an angle and 
the text and give them to Allan. At the 
same time I decide what kind of mood 
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I want the illustration to convey. I get 
photos of the project and we give all 
this to illustrator Bob Watts for the art 
work. We want all our art work to 
have the same look about it." 

All the ads have the same look 
about them too—important because 
Pardee wants a strong recognition fac- 
tor. Each one is designed to a module 
four newspaper columns wide and 
from 6%" to 742" deep. 

“We run the same ads over and 
over," says Browder, "and it seems to 
work. We've learned that just because 
we get sick of an ad doesn't mean the 
public is sick of it. We figure there's 
anew audience out there every week, 
most of them seeing the ads for the 
first time. At least they're responding 
as if they were." 

Of course, prices and financing 
terms change quite often. This is han- 
dled at minimum cost by simply strip- 
ping out the old copy and stripping in 
the new. 


And when you come up with that kind of 
advertising, a lot of very good things can hap- 
pen to you. Consider the case of Pardee Con- 
struction Co. of Los Angeles. 

Pardee, which operates 17 subdivisions in 
San Diego, Las Vegas and Los Angeles—Ven- 
tura County, started 1975 with the same 
problem as every other homebuilder in the 
country: how to cut costs without hurting 
sales any more than they were already being 
hurt. Among other things, the company de- 
cided to give up its ad agency in favor of an 
in-house operation. The specific task of 
creating the newspaper advertising was given 
to Walter Browder, the company's communi- 
cations director. 

“The first thing we did," says Browder, 
“was to cut our exposure in half—run every 
other week instead of every week. Then we 
decided to go for a rifle-shot approach." 

Translated, that meant that instead of 
pushing all the properties Pardee was devel- 
oping in a market area, the new campaign 
would concentrate on ads that talked about 
one project at a time. 

“Then we decided our ads should be real 
qualifiers,” says Browder, “and not just in the 
financial sense or in general terms such as 
empty nesters or young families with chil- 
dren. 

"What we wanted to do was pull traffic 
made up of people who would really fit in a 
particular project—who would be really 
happy there. Each of our projects has its own 
personality, and that's what these new ads 
try to sell." 

Pardee's new program started in January 
and results have fully justified the change. 
While overall traffic in the company's subdi- 
visions is down about 7% from last year's, 
salesmen report the remaining traffic is 
much more qualified than before. One strong 
indication: Cancellation rates have dropped 
substantially. And while Pardee's sales, like 
those of all builders this year, are down 
(roughly 15%), some subdivisions are actu- 
ally doing better than they were last year. 


Because Pardee builds not just in many 
different locales, but also for many different 
market segments, the company's ads pro- 
vide an excellent cross section of special ap- 
peals to special buyer groups. Starting on the 
next page are ten such ads, along with expla- 
nations of how and why they work. 


For the first-time buyer, dollars and cents ... 


The single most important fact 
underlying this ad, as the head- 
line indicates, is that 90% of the 
buyers in Mira Mesa North 
come directly from rental apart- 
ments. Says Browder "We ham- 
mer the fact that for very little 
more a month they can own 
their own home, with all the fi- 
nancial advantages that owner- 
ship confers." So while the pic- 
ture in the ad conveys the good 
way of life that comes from 
owning, the copy hits exclu- 
sively at the financial advan- 
tages of owning. 

"It really works,” says 
Browder. “People actually bring 
their rent receipts in to make us 


prove the advantage. And we ， 


do." 
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EQUAL HOUSING OPPORTUNITIES 


VA, FHA and CONVENTIONAL 
FINANCING AVAILABLE. 
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... and for the move-up buyer, a feeling of individuality 


a ہے ہت‎ i^ f M 


RIDGEWOOD: 
A special place 
ww for special 
me. people 


(uf mi 

1 د۔‎ HI 
i [ | | ۷ 
Az a 

NEW GOVERNMENT FINANCING 


NOW AVAILABLE 


* Easier terms 
* Lower interest rates 
* More funds for financing 
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of their own good taste and individuality 
The result is still further value added to 


alrdmes-aoosdda b nheadgingaef 


inflation. That's Ridgewood, where 
low monthly payments today build 
a high level of security tomorrow, 


EQUAL HOUSING OPPORTUNITIES 
Hwy. 395 to Poway exit. West on Rancho Pefiasquitos Blvd. Left on Paseo Montril. 


Price change without notice and do not include lot premiums and optional extras. Rendering is artist's conception 
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The Ridgewood homeowner is a 
solid citizen who has worked his 
way up to a well-paying position 
and wants to be considered out 
of the ranks. 

"He doesn't want to feel that 
he lives in a tract house," says 
Browder. So even though Ridge- 
wood is indeed a subdivision, 
this ad stresses the individuality 
that is nevertheless available 
there. The project itself is la- 
belled as special, and both the 
artwork and the text push the 
possibilities of making each 
home unique. 
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ADVERTISING CONTINUED 


Opposite appeals: 


This, says Browder, is the 
strongest appeal that any Pardee 
community makes to pure, un- 
adulterated status. 

The project is in Las Vegas, 
and most of the buyers are from 
out of town. “What they want," 
says Browder, "is a status neigh- 
borhood—one that is just as ex- 
clusive as possible at the price." 

This appeal is made with un- 
equivocal directness in the text 
of this ad. Stress is laid on pri- 
vacy, on the fact that your 
neighbors will be people just À 
like you, and that you can be just 2 م51‎ at Encore. You live in an a 
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Sales Office: 642-2036. Closed Friday. 
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One and two stories. 
Three and four bedrooms. 


$43,550 to $53,300 
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Sales Office: 735-6606. 
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There are a number of appeals in 
this ad because the buyer profile 
at College Park is a complex 
one. Buyers are young blue col- 
lar people, often with both hus- 
band and wife working; they are 
buying their first house; and the 
house they buy is going to be in 
a racially mixed community. 

"So," says Browder, "there are 
several points stressed in the ad. 
The headline says to the young, 
who may feel squeezed out of so- 
ciety because of money or race 
or social status, 'You have a 
right to your own home too.' We 
point out the advantages of own- 
ing over renting. And we push 
the feeling of community—that 
no matter who you are, this is a 
place where you'l feel at 
home." 
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This ad reaches for the upwardly mobile professional household 
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This is a condominium project 
in one of the most prestigious 
parts of San Diego, and the buyer 
mix, according to Browder, is 
not quite what would normally 
be expected. 

“We do sell mostly to young 
couples and empty nesters," he 
says. But the empty nesters tend 
to be younger than usual—in 
their early 50s—and they're still 
very active in their businesses. 
And the young families—usu- 
ally between 30 and 35—tend to 
be very successful people mak- 
ing their mark early." 

Above all, the preponderance 
of buyers are professionals of 
one sórt or another—doctors, 
lawyers, architects, etc.—and 
this, says Browder, is the key to 
the ad. The word "professional" 
is used in the subhead, then 
hammered again and again in 
the copy. 
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and this one for the family with a taste for jet-setting 


The project is in La Costa, one 
of the best-known recreation 
projects in the country, not far 
from San Diego. And the houses 
that Pardee is selling there are 
not, as one might expect, sec- 
ond-home condominiums; they 
are big, single-family houses for 
well-to-do families who like to 
entertain lavishly. 

“They're not really jet-set- 
ters," says Browder, “but they 
like to lean towards that kind of 
life." So the Pardee ads reach for 
them with two appeals: a high 
style of living that includes rec- 
reation, and big houses that are 
great for entertaining. 
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Be Country Club. For that matter, likg 
س۳ جا‎ 一 一 
سم‎ 0٤ 1 is S JuSt piain Pei 
AT fso plain!) when you can live high-style and 
then live it up still another notch 
S what La Costa ۳لم و‎ 1 
homes on big 1515 fo begin with, then just 
crammeciaa FG اب‎ TAT y Heri or an 
ing here an experience in high- style for you 
[| and your guests. You won't find more styli: 
agie-tam " 
Now. don T you think you need a three-car 
garage? So what, if you only have two cars? 


A 


EQUAL HOUSING OPPC 


ig 


omes io salles 


)RTUNITIES 


hange without notice and do not inc 


Hwy. 5 to La Costa Ave. exit; then East on La Costa Ave. and follow signs to models 
lude iot premi 


bA COSTA POINT 


From $59,006 | 


VA and CONVENTIONAL FINANCING FROM 
73/49/6 Interest 

(8% % Annual Percentage Rate) 

FHA FINANCING ALSO AVAILABLE 


Sales Office: (714) 753-0901. 


A Pardee 


Weyerhaeuser Pardee Construction Company 


ms and optional extras Renderings are artist's conception 
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TO NEXT PAGE 


ADVERTISING CONTINUED 


For people who absolutely have to live right on the beach ... 


e ve made it two ways easier to move in 
Point townhome at the beach (and Torrey Pines 
Beach, at that!), two ways easier to start livin 


View South to Torrey Pines 
State Park and La Jolla 


= = = 2 
MANY PARDEE HOMES NOW QUALIFY 
FOR UP TO $2,000 "TAX CREDIT" 
Pardee can now issue "certification 
statements" allowing you to apply for 

a lax credit of five percent of the 
purchase price (up to $2,000) of a 
selected, move-in-ready group of Pardee 
homes. The tax credit is deductible 
when you file 1975 tax return 


People who buy condominiums 
at Sea Point have one thing in 
common: their primary interest 
in life is the ocean air and the 
beach. 

"'They do tend to be empty 
nesters,” says Browder, "but 
they're a bit younger than 
usual—from 45 to 50. And they 
live the informal life—sneakers 
and shorts most of the time." 

So the ad talks about beach, 
beach, beach. And because 
beachfront land everywhere is 
expensive, the "You too can live 
at the beach" headline has great 
pulling power. 

Note also the caption over the 
drawing. Torrey Pines and La 
Jolla are exclusive areas known 
for their beaches, "and," says 
Browder, "those two little lines 
have as much clout as all the 
rest of the ad." 


ive-like rent for a full year at th 
beach before you buy. When you exercise 
our option, the guaranteed price will be the 
` rice you pay n 
* Or you can buy outright at our low interest 
rates and our own financing plan: 896 
Interest (9% Annual Percentage Rate) 
This rate, as you know, is below the maximum 
current rate; it saves you money and shaves 
dollars off your monthly payment 
for details at Sea Point sales office 
303 or toll-free (714) 276-2270. 


e 
sea Poin 


Two, three bedrooms 


$56,000 to $77,000 


A Pardee 


Weyerhaeuser Pardee Construction Company 


Interstate 5 to Carmel Valley Rd. exit 
West on Carmel Valley Rd. and follow the signs. 


ge without notice and do not include 


759749797 03^ dean Pies 
Lele Fark. and. Ka کت‎ 


8 and terms are subject to chan 
lot premiums and optional extras. 


... Or within swinging distance of the golf course 


Via Verde is a community in the 
Los Angeles area, and this ad 
presses on two sensitive points: 
1) There are a lot of people 
around Los Angeles who go 
crazy if they can't play golf regu- 
larly, and 2) there aren't enough 
golf courses to go around and an 
awful lot of people have to either 
get up at 4:00 a.m. or else wait 
for hours for a starting time. 

"So we go directly after the 
golfer," says Browder, “We use 
‘golf’ and ‘golf course’ all 
through the text. And we drive 
home the point that it’s your 
golf course; you don’t have to 
wait in line, just go out and play. 
Notice that the people in the 
drawing are walking over to the 
first tee right from their house. 
That's a beautiful thought to a 
golfer." 


Your own home, your own lot . 


fasl m T 


golf course! 


MANY PARDEE HOMES NOW QUALIFY 
FOR UP TO $2,000 "TAX CREDIT” 
Pardee can now issue “certification statements” 
allowing you to apply for a tax credit of five 
percent of the purchase price (up to $2,000) of a 
selected, move-in-ready group of Pardee homes. 
The tax credit is deductible when you file 1975 

tax return. 


right where the action is and still be in your 
own back yard 


mas hese home E 009 
hard enough to find spacious single-family 
homes (at our Via Verde prices) anywhere in 
the San Dimas area, even without the edge we 
have on golf. So it's first come, first served. 

And be sure to check out the Country Club 
as well. Family memberships are available, 
and you. ming pool, tennis, 
ding, and entertaining fames as well as 
your own 18-hole golf course. 

Five freeways make it easy Jêr you (and 

ur guests) to find Vig de. We suggest 
the San Bernardino Freeway to Via Verde exit, 
and then follow the signs. 


VIA VERDE 
HOMES 


Prices and terms are subject to 


VÀ and CONVENTIONAL FINANCING FROM 


7 3/4 9/o interest 


(BX/49/o Annual Percentage Rate) 
IMMEDIATE OCCUPANCY 

EQUAL HOUSING 
OPPORTUNITIES 


Two, three, four bedrooms 
$40,750 to $46,500 
Sales Office: (213) 967-4888. 
NEW UNIT NOW OPEN ON GOLF COURSE. 


A Pardee 


Weyerhaeuser Pardee Construction Company 


change without notice and do not include lot premiums and optional extras. Rendering is artists conception 


These ads reach the nonconformists who want to pioneer ... 


Some 
in on 


gfifornia real estate, particularly Tî ہر‎ 
locations, has an uncanny way of getting awa’ 
from you before you can get back for a 4v 5 


what seemed like a pretty good deals 
yesterday turas.into-an.imposstOTé deal todays 


_ Spe te gere-you-acmemeiete — 


how to make up your mind and close the deal 


Point trivitsstorr-Gaks-or-anyw ~ 
You should consider locationgirst: simply 

put, it should be beautiful, convBnient, built-up 

but not over-built. (Now consid@r Mission 

Oaks in Camarillo, the countrifi&d new com- 

munity with a whole home towa behind it 

And it's just over the Conejo Pass, about 

eight miles from Thousand Oaks.) 

Then you should consider the size and the 
price of your new home: it should offer more 
space for less money than ahywhere else 
you'd want to live. (Now copsider Sunset 
Point Homes in Mission Oaks, ranging from 
1,276 to 1,645 feet and selling from $45,000. 
Unbeatable.) 

Finally, you should confe your land 
developer and builder: agk them how long 
they have been in businebs and ask yourself 
how long you think they'[l be in business. 
(Pardee Construction Cgmpany, a division of 
the Weyerhaeuser Company, is the developer 
of Mission Oaks and thg builder of Sunset 
Point. We have been irfbusiness for over 50 

years. Now jus] ask us about the future. 


A 


EQUAL HOUSING OPPOR 


NITIES 


Prices and terms are subject 


7. Cloae the deal 


second look. You've probably been throug» 


he first time around, whether it's at Sunset 29 


Weyerhaeuser Pardee Construction Company 


r getting 


round-floor deal. 


Up TUN "‏ 
^ الاب ےت و 


at Mission Oaks 


Sunsef Point 


IMMEDIATE OCCUPANCY 
3, 4 bedrooms 


$43,250 to $46,750 


VA and CONVENTIONAL 
FINANCING AVAILABLE. 


Sales Office: (805) 484-3108. Closed Friday. 


A Pardee 


Says Browder: "We're trying to 
get to a very special breed of 
buyer with this ad—the people 
who are always talking about 
the real estate they could have 
bought ‘if only we'd known... 
and that was in 1969 and look at 
what those houses are worth 
today.’ We’re saying, look, this 
community may look a long 
way out of Los Angeles today, 
but think what it will be worth 
in a few years. And if you don’t 
get it right now, you'll lose it.” 

The ad text stresses all this, 
plus the fact that because the 
project is along way out of town, 
the values it offers are better 
than those offered by close-in 
projects. 


e . . 


Ventura Fwy (101) to Cflleguas Rd. exit near Camarillo; right on Calleguas to Woodcreek Rd.; left on Woodcreek 
and follow signs to models on Mission Oaks Blvd 
hange without notice and do not inciude lot premiums and optional extras. Rendering is artist's conception 


... and people who have had it up to here with the suburbs 


This project is in the same area 
as the one described above—fur- 
ther from the city than people 
are now used to living. And it is 
also a lot more expensive, hence 
must appeal to a higher-income 
buyer. 

"We couldn't pull enough 
people out this far with just a 
good house," says Browder, 
“and the price range is too high 
for pioneers. So we lean on the 
beauty and health of the country 
way out here—unspoiled, no 
smog, lots of fresh air. We find 
we're getting a lot of buyers not 
from the city, but from the sub- 
urbs, like the San Fernando Val- 
ley, that have become over- 
crowded." 


ce to live, jug 


There's a fresh new ام‎ 
D 1 2 - 8۲66 
award-winning new homes have been 
specially designed to capture the views all 
around 

This is Trailside at Mission Oaks, just 
over the Conejo Pass in Camarillo. The homes 
are big-beamed and heavy-timbered, sheathed 
in warm wood and ce py have 


they are called "the homes 


You will agree. And you will understand at 
a glance why Trailside was recently honored 
by the American Wood Council of Washington 


7 ving space is 
dramatically proportioned to provide spacious 
rooms that are open to each other yet zoned 

6 a es that make up 


3, 4 bedrooms. One and two stories. 


$48,000 to $62,950 


VA and CONVENTIONAL 
FINANCING AVAILABLE. 


Tamily living 
There's a new feeling of freedom at 
broader sense of - 

dimension, a new oneness with a California 
way of life that has all but disappeared any- 


where closer in. 
(=) MANY PARDEE HOMES NOW QUALIFY 
FOR UP TO $2,000 “TAX CREDIT" 


EQUAL HOUSING OPPORTUNITIES 


ales Office: (805) 484-2469. 


Weyerhaeuser Pardee Construction Company 


Ventura Fwy (101) to Calleguas Rd. exit near Camarillo; right on Calleguas to Woodcreek Rd.; left on Woodcreek 
and follow signs to models. 


Prices and terms are subject to change without notice and do not inctude lo! premiums and optional extras. Rendering is artist's conception 
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Why the crowds? 


They're waiting to buy... 
the hottest selling houses in the 


Opening-day crowd (top of 
page) awaits chance to draw 
lucky numbers that give se- 
lection rights to first-phase 
lots. All 91 houses in the 
phase were sold out by day’s 
end. The models include 
(clockwise from above) La Fa- 
milia, $42,750, largest of the 
group; La Pareja, $35,750, the 
smallest model; El Nido, 
$38,250; and El Jardin, $39,- 
250. 


TULIUS SHULMAN 
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Floor plans: simplicity, livability, economy 


country 


If that sounds like a wild overstatement, 
consider these figures: 

Cordova Homes (part of 11,0000-acre Mis- 
sion Viejo in California's Orange County) 
went on sale Saturday morning, August 9. 
Within one hour, 88 homes were sold; by the 
end of the day, 91; and by the end of the 
second week, 130. 

Of course, this couldn't last. The sales 
pace has now settled down to a fast gallop 
of about 60 units a month and the project 
is moving into its fifth phase. 

Three factors lie behind this astonishing 
record: 

First, there is what might be called the 
Mission Viejo mystique. Since it opened al- 
most a dozen years ago, the big new town 
has managed to create and maintain a real 
feeling of community, and buyers literally 
have waited in line to buy into the lower- 
priced programs as they opened. (The Cor- 
dova section was no exception; a drawing 
was held the morning of the opening to see 
who would have the right to select the first 
units.) 

Second, there is price. At a range of from 
$33,995 to $43,715, the Cordova models rep- 
resented a real bargain in Orange County 
where the average price is over $60,000. And 
they are still a bargain, even though prices a 
have now risen by just under $2,000 per ا3‎ fN 
model. 

Finally, there are the houses themselves. 
They present the seeming paradox of small 
buildings (roughly 1,000 to 1,500 sq. ft.) with 
big rooms inside. The plans at right show 
the secret: fewer rooms, especially in the 
living area, and compact service and utility 
areas. And as the photos at left show, while 
the design is by no means ornate, it is by no 
means the kind of dull box that has come 
to be associated with the so-called basic 
house. 
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“Anybody can show me 
a spec Sheet, but does § 
this salesman hos 


ا 


If you're a builder and you're asking about one of 
our Whirlpool builder territory managers . . . the 
answer is an unqualified Yes”! 

That's because we make very sure he knows 
Whirlpool products, inside and out, before he comes 
calling. How they stack up against competition. 
Their costs to you /ocal/ly; not factory costs from 
miles away. And their application and benefits to 
you the builder . . . as well as your buyer or renter. 

How does he get this product savvy? In several 
ways. One is by attending the Builder Seminar con- 
ducted periodically at the ultra-modern Whirlpool 
Educational Center in Benton Harbor, Michigan. 

Here, using a combination 
of detailed training manuals, 
sophisticated video-tape 
equipment and ''hands on” 
product demonstrations . . . 
professional seminar instruc- 
tors produce significantly 
higher "Product IQ's”. 


Ask about 
Help where it counts 


Whirlpool Distributor pre-sale 
and post-sale services. 


During the balance of these 4 Y2-day, give-and- 
take, shirt-sleeve sessions . . . the builder territory 
manager sharpens his skills and know-how in liter- 
ally every phase of the builder business. National, 
regional and /oca/ marketing trends, Builder financ- 
ing, merchandising, and management techniques, 
among others. 

Finally, he gets a refresher on all the post-sale 
peace-of-mind services you get for relief of service 
headaches after you turn over the keys to a home 
or apartment equipped with Whirlpool appliances. 

All in all, when you call your Whirlpool Distributor 
you can be very sure the builder territory manager 
who'll come calling (at your 
convenience) will be speaking 
your language . . . who can 
counsel, not just write up prod- 
uct orders. He wants to help 
you make it happen on the bot- 
tom line. (And what could be 
more important than that? 


“Whirlpool 


CORPORATION 


We believe quality can be beautiful 


CIRCLE 68 ON READER SERVICE CARD 


PRODUCTS 


Bathroom 
75 Bathroom 
78 Tools & equipment 
80 Exteriors 
82 Plumbing & piping 
83 Plumbing & piping 
85 Flooring 
87 Flooring 


77 SNAP-ON 
TRIM (OPTIONAL! 


-PRIME SASH 
LIFT RAIL 


LOCK LATCH 
77. WEATHER SEAL AT 
TOP & BOTTOM RAILS 


OPERATING 
PRIME SASH 


777 NAILING FIN 


6 1 


TT 
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window reduces 
heat loss ... 


... thereby shaving fuel bills by 
an estimated $135 annually, ac- 
cording to tests conducted by 
the manufacturer and verified 
by NAHB’s research depart- 
ment. The tests were based on 
fuel needs (at 40+ per gal.) for a 
1,500-sq.-ft. house with 200 sq. 
ft. of window area. 

Economically priced, the ex- 
truded aluminum combination 
prime and storm window is con- 
structed with a 216" insulating 
air space between prime and 
storm surfaces. A unitizing 
frame connecting the two com- 
ponents features a thermal 
break of closed-cell vinyl foam 
containing insulating air bub- 
bles in its skin. 

Available in the horizontal 
rolling unit “E-600” (above) or 
the single-hung version (dia- 
gram, left], the window has no 
condensation problems. 

.Finished in baked enamel in a 
choice of colors, window re- 
quires no painting and will not 
rust, warp, rot or swell. 

The window exceeds thermal 
standards set by the Archi- 
tectural Aluminum Manufac- 
turers Assn. [H&H, Feb., p. 98], 
and recently issued by HUD and 
FHA to 23 northern field offices 
where Minimum Property 
Standards require thermalized 
windows. Capitol Products, Me- 
chanicsburg, Pa. 

CIRCLE 275 ON READER SERVICE CARD 


J 
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PRODUCTS/BATHROOMS 


18۸۷۷۷٠ 
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Americana-style bath cabinet, 
“Mount Vernon,” (above) features 
the egg and dart motif, gilded ga- 
droon edging and a soaring eagle. 
Finished in walnut and gold, cabinet 
comes in two sizes with two or three 
shelves. Nutone, Cincinnati. 

CIRCLE 204 ON READER SERVICE CARD 


wh 


Genuine marble vanity top adds an 
elegant look toa traditionally-styled 
powder room (below). Natural 
MARKWA? '4"-thick marble tile is 
used on the floor. The tile is offered 
in 12 colorful variations. Vermont 
Marble, Proctor, Vt. 

CIRCLE 205 ON READER SERVICE CARD 


Full-width vanity with an integral 
bowl (left) is constructed of scratch- 
and chemical-resistant ‘Imperial 
Marble." The "Cascade" single- 
handle faucet in chrome carries a 
1,000-month warranty against leak- 
age. Bradley, Menomonee Falls, Wis. 
CIRCLE 200 ON READER SERVICE CARD 


Toilet flushing system, ‘Flush- 
mate," (right) uses 2-2 gals. of 
water instead of the conventional 
5-8 gals. Water stored in the tank is 
forced through by compressed air. 
Flushing is completed in 15-20 sec. 
Water Control, Troy, Mich. 

CIRCLE 201 ON READER SERVICE CARD 


Center bowl vanity cabinet (below) 
includes two full-depth drawer 
stacks and double-door storage. Unit 
comes in 18" and 21" depths in a 
choice of three finishes. Doors are 
demountable for design versatility. 
Chemcraft, Elkhart, Ind. 

CIRCLE 202 ON READER SERVICE CARD 


Vitreous china lavatory, "Rain- 
beau," (below) is a self-rimming 
unit with a modern contoured look. 
Oval lavatory features a concealed 
combination soap receptacle and 
overflow. Unit comes in white and 
six colors. Crane, New York City. 

CIRCLE 203 ON READER SERVICE CARD 


"Citation" shower cabinet (below) 
is constructed of ABS plastic panels 
that lock together without bolts or 
screws. Unit comes with a molded 
stone base, continuous grab bar and 
brass trim. Folding door is optional. 
Gerber, Chicago. 

CIRCLE 206 ON READER SERVICE CARD 
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READER SERVICE 


Information for the asking: 


How to use the 
Reader Service Card 


1 Circle the key number 
on the card corresponding to 
the number under each 
advertisement, new product 
item or manufacturer's 
literature item on which 
you would like more 
information. 


2 Clearly print or type 
your name, title, firm, 
type of business and 
business address at the 
bottom of the card. 


3 Check box indicating 
your occupation. 


4 Mail 一 at HoUsE & 
Howr's expense. The 
information you want will 
come to you directly from 
the manufacturer. 


Two cards are provided. 
One is for you; one for an 
associate who may read your 
copy of House & Home. 


Advertised materials, equipment, and services. 


New products described in the Products pages. 


Latest publications listed in the Literature pages. 


Circle key numbers, print or type name and address, 
check occupation box and mail. ^ (Expires 2-29-76) 


1 2 3-4 5 ا‎ 7 8 39 10 11 12 13 14 315. I6 17 18. 19 20 
26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42 43 44 45 
51 52 53 54 55 56 57 58 59 60 61 62 63 64 65 66 67 68 69 70 
76 77 78 79 80 81 82 83 84 85 86 87 88 89 90 91 92 93 94 95 
101 102 103 104 105 106 107 108 109 110 111 112 113 114 115 116 117 118 119 120 
126 127 128 129 130 131 132 133 134 135 136 137 138 139 140 141 142 143 144 145 
151 152 153 154 155 156 157 158 159 160 161 162 163 164 165 166 167 168 169 170 
176 177 178 179 180 181 182 183 184 185 186 187 188 189 190 191 192 193 194 195 


B-7 


21 22 23 2472 
46 47 48 49 5 
71 72 73. 24 3 
96 97 98 99 10 
121 122 123 124 12 
146 147 148 149 15 
171 172 173 174 17 
196 197 198 199 20 


201 202 203 204 205 206 207 208 209 210 211 212 213 214 215 216 217 218 219 220 221 222 223 224 22 
226 227 228 229 230 231 232 233 234 235 236 237 238 239 240 241 242 243 244 245 246 247 248 249 25 
251 252 253 254 255 256 257 258 259 260 261 262 263 264 265 266 267 268 269 270 271 272 273 274 27 
276 277 278 279 280 281 282 283 284 285 286 287 288 289 290 291 292 293 294 295 296 297 298 299 30 
301 302 303 304 305 306 307 308 309 310 311 312 313 314 315 316 317 318 319 320 321 322 323 324 32 
326 327 328 329 330 331 332 333 334 335 336 337 338 339 340 341 342 343 344 345 346 347 348 349 35 


351 352 353 354 355 356 357 358 359 360 361 362 363 364 365 366 367 368 369 370 
371 372 373 374 375 376 377 378 379 380 381 382 383 384 385 386 387 388 389 390 
391 392 393 394 395 396 397 398 399 400 401 402 403 404 405 406 407 408 409 410 
411 412 413 414 415 416 417 418 419 420 421 422 423 424 425 426 427 428 429 430 
431 432 433 434 435 436 437 438 439 440 441 442 443 444 445 446 447 448 449 450 
451 452 453 454 455 456 457 458 459 460 461 462 463 464 465 466 467 468 469 470 
471 472 473 474 475 476 477 478 479 480 481 482 483 484 485 486 487 488 489 490 
701 702 703 704 705 706 707 708 709 710 711 712 713 714 715 716 717 718 719 720 


Name Title 


Company Type of business 


Business address 


City State and Zip 


Circle key numbers, print or type name and address, 
check occupation box and mail. ^ (Expires 2-29-76) 


123 4 5 67 8 9 10 331 12 13 14 15-16 17 18 39 20 
26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 41 42 43 44 45 
51 52 53 54 55 56 57 58 59 60 61 62 63 64 65 66 67 68 69 70 
76 77 78 79 80 81 82 83 84 85 86 87 88 89 90 91 92 93 94 95 
101 102 103 104 105 106 107 108 109 110 111 112 113 114 115 116 117 118 119 120 
126 127 128 129 130 131 132 133 134 135 136 137 138 139 140 141 142 143 144 145 
151 152 153 154 155 156 157 158 159 160 161 162 163 164 165 166 167 168 169 170 
176 177 178 179 180 181 182 183 184 185 186 187 188 189 190 191 192 193 194 195 


Occupation (check) 
A |] builder 

L] subcontractor 
retailer 
wholesaler 
architectural 
engineer 
realty 
financial 
government 
commercial 
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391 392 393 394 395 396 397 398 399 400 401 402 403 404 405 406 407 408 409 410 
411 412 413 414 415 416 417 418 419 420 421 422 423 424 425 426 427 428 429 430 
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451 452 453 454 455 456 457 458 459 460 461 462 463 464 465 466 467 468 469 470 
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subcontractor 
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wholesaler 
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engineer 
realty 
financial 
government 
commercial 
other 


ame Title 


2 


CJECJCICICJE ETE YE TC TE ] 


RAS FT Om ON ےہ‎ 


Company Type of business 


5 
< 
8 
z 
P 
3 
EN 
o 
E 
® 


: ; House & Home 
Business address O yes [Û] no 
1 


2 


City State and Zip 


. 


READER SERVICE 


These convenient Reader 
Service Cards make it easy 
for you to obtain copies of 
latest manufacturers' 
literature and more 
information on the products 
and services advertised 

in this issue. See directions 
on reverse side. 


FIRST CLASS 
PERMIT No. 24544 
PHILADELPHIA, PA. 


BUSINESS REPLY MAIL 


NO POSTAGE NECESSARY IF MAILED IN THE UNITED STATES 
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HousesHome 
Reader Service Department 
P.O. Box 8324 

Philadelphia 
Pennsylvania, 19101 
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GUTTER MACHINE 
(STANDARD) 


(MINI) 


“PROfit 


GUTTER MACHINE (STANDARD) 


Here’s the industry’s number one gutter former with 
welded steel frame, fully enclosed steel plate housing 
and chrome plated forming rollers. Its 1 hp reduction 
gear, high torque, sealed unit motor, plugs directly 
into any 110-120 volt outlet. Weighing 1280 pounds, it 
rolls easily and will produce 30 feet/minute in painted 
or mill finish aluminum, galvanized, or painted steel 
and copper. Circle #152 


GUTTER MACHINE (MINI) 


Easy efficiency where performance counts. That's our 
mini-former. Designed to make your on-the-job gutter 
work smooth and easy. With welded steel frame, fully 
enclosed steel plate housing and chrome plated form- 
ing rollers, the mini measures 12"x18"x92". Plugs 
into any 110-120 volt outlet, weighs approximately 840 
pounds and produced 30 feet/minute. Works in 
painted or mill finish aluminum. Circle #154 


Look to Watertite for continued leadership in the production and 
marketing of exciting and versatile equipment to handle a wide 


variety of jobs. Watertite. You can depend on us to 
help you. .. . 
“Put profit into your construction projects." 
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ELBOW MACHINE 


DOWNSPOUT 
MACHINE 


makers... 


ELBOW MACHINE 


One of our proudest achievements. The all new elbow 
machine. Designed to make 'em right — the first time, 
it measures 32"x20"x28" with welded steel frame 
construction and fully enclosed steel plate housing. 
Runs off any 110-120 volt outlet and will produce A or 
B elbows in approximately 10-seconds. Handles 
painted aluminum or galvanized, or painted steel or 


copper. Circle #153 


DOWNSPOUT MACHINE 


Welded steel frame, fully enclosed steel housing and 
chrome plated forming rollers. Powered by a 2 hp 
reduction gear, high torque, sealed unit motor for 
220-volt-3 phase power. Produces 60 feet/minute with 
stop and go saw cut off or automatic cut off available. 
Standard 12-foot base,run out table and floor 
mounted pay out reel. Handles up to 3000 pound 
coils. Form with aluminum, galvanized or painted 
steel. Circle #155 


atertite 


WATERTITE INDUSTRIES, INC. 
2234 South Lipan, Denver, Colorado 80223 


Ask about our convenient leasing or financing programs. 
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Housing Bookcenter offers 


4 useful building books on... 


Townhouses & Condominiums: 
o Residents’ Likes and Dislikes 
by Dr. Carl Norcross 


105 pages/8 1/2" x 11"/Paperbound/Illustrated/Price: $20.00 


Townhouses and Condominiums by Dr. Carl Norcross is unique 
since its primary emphasis is on people already living in townhouses 
and condominiums. For the first time, residents are directly quoted 
about what they like and dislike about their homes, what they want 
changed, and what suggestions they have for improvements. Their 
cogent, incisive, and often provacative comments can furnish 
builders, developers, and other key industry professionals — as 
well as prospective townhouse and condominium buyers — with 
valuable insights and guidelines. 

On the basis of answers to two general questions, an Owner’s 
Satisfaction Scale was developed by the author. Although based 
primarily on two questions, the scale has validity since responses 
correlate closely with responses to eight other, very specific 
questions. 

One of the most extensive studies ever made of townhouses and 
condominiums, this survey includes residents in forty-nine projects 
in California and Washington, D.C. However, the results of the 
survey are generally applicable to any development, since the 
subjects discussed cover a wide range including parking problems, 
recreation facilities, responsibility of homes associations, density 
factors, pets in the neighborhood, and quality of construction. 

For your personal copy check form below. 


2 Golf Course Developments 
o by Rees L. Jones and Guy L. Rando 


105 pages/8 1/2" x 11"/Paperbound/Illustrated/Price: $17.50 


It is clear that real estate developers will be the major 
golf course builders in the future. Since many developers have 
never been involved in this type of site improvement and because 
many others have not participated in the sport, authors Jones and 
Rando determined that a golf course development manual would be 
of great value. 

Golf Course Developments describes what a developer should 
know about the game of golf and what constitutes a regulation golf 
course as well as alternative layout types. It explains the various 
layout configurations that can be used and contains a discussion of 
how and why each one has been incorporated into an existing 
development. A thorough discussion of site factors which must be 
considered before a golf course is laid out is also included. 

Necessary golf course construction methods with their alternate 
solutions and related costs are explained and a very informative 
design analysis of a particular project, Point Aquarius, in Alabama 
is included. . 

Finally, there is a general section on clubhouse design and 
function as well as a discussion on the various ways to treat 
memberships or fees. 

In sum, this is a development manual written for real estate 
developers to help them better understand the subtleties and 
complexities of golf course development and to point out the high 
degree of technical and design expertise needed to accomplish the 
task effectively and efficiently. 


For your personal copy check form below. 


MAIL COUPON WITH REMITTANCE TO: 
HOUSING BOOKCENTER, HOUSE & HOME 


1. Townhouses & Condominiums 
2. Golf Course Developments 


$20. 
$17.50 


3. Apartment Development $10. 


4. Shopping Center Zoning $15. 


ULI 11-75 (PLEASE PRINT CLEARLY) 
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Apartment Development: 
zh sed for Successful Decision Making 
by J. Ross McKeever 


58 pages/8 1/2" x 11"'/Paperbound/Illustrated/Price: $10.00 


This special report — just published — will help builders and 
developers improve their strategies for developing successful 
apartment projects. The four sections of this comprehensive report 
offer in-depth coverage of the market process, the site selection 
process, the site design process, and the marketing process. 

Apart from the high cost of money and the scarcity of its 
ready availability, apartment developers are confronted with a 
number of obstacles to surmount before construction can begin. 
These obstacles are listed, discussed, and a solution is offered. 

To counteract the obstacles the author lists and discusses the 
bright spots. For example, the untapped potential for redevelopment 
of the central city, the current federal housing allowance system, 
the continuing demand for multifamily housing. These and other 
favorable factors are examined. 

This report offers steps and procedures — in the form of 
checklists — for the builder and developer to use in adapting a 
personal strategy for success in the construction of mid-rise, 
garden and high-rise developments. 

A good market for good rental units is bolstered by building not 
just apartments but by building the right kind in the right place for 
the right price. This book will help you to make the right decisions 
that these factors are dependant upon. 


For your personal copy check order form below. 


O 


4 Shopping Center Zoning 
0 


by J. Ross McKeever 


73 pages/8 1/2" x 11"/Paperbound/Illustrated/Price: $15.00 


This highly revealing study examines the shopping center as 
zoning applies to its conceptual aspects, planning procedures and 
managerial operations. 

The most significant fact revealed by the investigation under- 
lying this study is the finding that zoning regulations in force for 
shopping center development are virtually chaotic. 

To offer a direction toward bringing order out of existing chaos, 
author McKeever offers guidelines to help direct municipal and 
regional legislative bodies to frame and adopt ordinances that will 
encourage developers to provide the well planned shopping centers 
that offer the community an asset to its needs. 

By the same token, guidelines for the developer are similarly 
outlined; the aim is to produce good shopping centers and 
community values. 

Shopping Center Zoning focuses upon a present day problem 
which is the crying need for sound and rational zoning controls 
that induce well designed and well conceived shopping centers. This 
outstanding volume will help to bridge the communications gap 
existing between zoning officials who are struggling valiantly day by 
day with the frustrating task of interpreting and enforcing existing 
regulations and those responsible developers who are trying 
hopelessly to conform to them. 

For your personal copy check form below. 


New York, New York 10020 


Yes! please send me the 


volumes I have indicated. I) (n 
Enclosed is my check for D 

$ _ payable to Housing BOC TER 
Bookcenter. 


Your name 


Firm name 
Mailing Address 
City 
State 


Zip Code 


PRODUCTS/BATHROOMS 


= 


Convenience wall cabinet (left) is 
designed to match a vanity, provid- 
ing a fully-coordinated bathroom. 
Pre-assembled two-door unit with 
three interior shelves comes in three 
styles, each with three finishes. Bel- 
wood, Ackerman, Miss. 
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Steel bathtub (below) has 2"-thick 
sound-deadening support perman- 
ently bonded to the bottom. The 
support pad, which reduces bathtub 
noise and flexing of the tub bottom, 
conforms to the floor on installa- 
tion. Briggs, Tampa, Fla. 
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King size sliding-door bath cabinet, 
"Sorrento," (above) is  surface- 
mounted. Unit with an antiqued 
gold frame features plate glass mir- 
rors. Built-in light canopy holds four 
incandescent bulbs for glare-free il- 
lumination. Triangle, Chicago. 
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Widespread faucet set [below] fea- 
tures an easily removable two-piece 
escutcheon that simplifies replace- 
ment of external components. Parts 
can be changed without disconnec- 
ting the faucet from the water line. 
Harcraft, Torrance, Calif. 
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Pulsating shower head (left) can be 
set for massage action or conven- 
tional spray. Unit, supplied with all 
necessary hardware, is available as a 
replacement for existing hand-held 
showers or in two flexible hose 
models. One version is for installa- 
tion in tubs without 
Alsons, Covina, Calif. 
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showers. 


One-piece seamless shower module, “Bimini,” is constructed of fiber-glass- 
reinforced plastic. Measuring 32" wide, unit fits through most standard front 
doors. Supplied with a door or curtain hardware, shower comes in white 
and six colors. Kohler, Kohler, Wis. CIRCLE 209 ON READER SERVICE CARD 


Early American vanity ensemble, "Country Style," features three-way view- 
ing. Wall cabinet has storage behind each mirror. Unit can be surface- 
mounted or recessed. Base comes with or without drawers. General 
Bathroom, Elk Grove Village, Ill. CIRCLE 213 ON READER SERVICE CARD 
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Super-C Steel 
cut installation 


Because theyre light...so they handle easily. And 


they're strong...so fewer of them have to be used. 
Super-C Steel Framing members, developed 
& by U.S. Steel, are roll formed from hot-dipped 
galvanized steel (40,000 psi minimum yield 


point). Sized like framing lumber, steel joists 

weigh about 33% less per linear foot (and steel studs 25% less) than comparable 
wood members. Builders have found two men can handle and install Super-C 
Steel Joists with ease—even extra-long lengths. 

And because theyre strong, Super-C Steel Joists and Studs can be spaced 
24" on center in typical installations. Walls can be prefabricated and set in 
place as a unit. 

Heres how Super-C Steel Joists and Studs stack up in some other areas: 


Which gives you a better frame? No contest. Super-C Steel Joists and Studs 
cant warp, shrink, swell, or split. Theyre termite and rot-proof. They don’t cause 
floors to squeak. You should expect no callbacks with Super-C members. 

How do in-place costs compare? Wood costs less per member today. But 
Super-C Steel Joists and Studs are delivered pre-cut, so theres no waste in the 


joists and Studs 
time and costs. 


field. Theyre pre-punched for wiring houses to apartments and light com- 
and plumbing. Add in the fast mercial structures of many types. 
installation we talked about, and Theyre compatible with conventional 
final installed costs can well be less ^ building materials and methods. 


with Super-C. Plywood or steel decking and convention- 
Can Super-C Joists and Studs al wall coverings are easily applied. 
be used separately? Definitely. How do I get more information? 


Builders have used Super-C members Details and specifications for Super-C 

separately and in combination, using Steel Joists and Studs can be found 

a variety of framing practices, for in the 1975 Sweets Architectural File 

projects ranging from detached (5.3/Uni). Or mail this coupon. We'll 
کڪ‎ send you structural design booklets 

on both Super-C Steel Joists and Studs— 

with load tables and the information 

you need to start working with them. 

Plus, the name of an independent steel 

fabricator serving your area. Hes ready 

to work with you nou. 


United States Steel 
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TRADEMARK 


@ Super-C Steel Framing 


United States Steel, P.O. Box 86 (C-384-2) 
Pittsburgh, Pa. 15230. 

Dear Sirs: Please send me information on 
Super-C Steel Joists and Studs: 


Name Title 


City State eee ee EB 


- Type of units How many? 


PRODUCTS/TOOLS & EQUIPMENT 


“Whirlwind Premium Rider" mower features an easy-to-empty grass 
hydrostatic transmission, 4-wheel drive and ground-hugging oscillating catcher as an option. The rear-engine unit is available in a 5 hp model with 
axles for better traction. A wide range of quick-attach tools is offered. Inter- a recoil start or in a 7 hp version with an electric starter. Mower cuts a 25" 
national Harvester, Chicago. CIRCLE 262 ON READER SERVICE CARD swath. Toro, Minneapolis, Minn. CIRCLE 265 ON READER SERVICE CARD 


Construction materials calculator 
can compute the amount of material 
needed for a specific job and what 
the material will cost. A Con- 
struction Facts booklet comes with 
the slide chart. Handy Manuals, 
Syracuse, N.Y. 
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Hydraulic dump bed, “Strong Boy," 
(below) can hoist three tons. Unit 
has a twin-cylinder hydraulic lift, a 
14-gauge steel body and a double- 
hinged tail gate. Optional sideboards 
increase the truck capacity. Topeka 
Metal, Topeka, Kans. 
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Double center theodolite (left) for 
surveying and construction applica- 
tions features a 28X achromatic lens 
system and automatic vertical in- 
dexing. Unit comes with a detach- 
able base. David White/Path, Meno- 
monee Falls, Wis. 
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Heavy duty articulating crane 
(below) can be stationary or truck 
mounted. Unit features a 12,000-lb 
lifting capacity at a 10' radius, full 
360° rotation and up to 25' reach. 
Controls are on both sides. Tifco, 
Toledo. 
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General Electric "wraps up” the noise problem 
of dishwashers and disposers. 


Builders have always wanted quiet built-in 
dishwashers and food waste disposers to offer 
prospective tenants or buyers. GE has them. 

Such as the GSD442 built-in dishwasher. It's 
wrapped in a heavy blanket of sound-softening 
insulation that helps keep dishwasher sounds 
down. Normal activities can continue in homes 
and apartments whileitruns. A heat off selection, 
allows drying by residual heat...saves energy. 
Home buyers and tenants will also appreciate 
the powerful three-level wash action, soft food 
disposer, Tuff Tub™ interior and other outstand- 
ing features. 

And theres the GFC110 Disposall® unit. It's 
surrounded by a new highly efficient polyure- 
thane insulation. A double deflector in the sink 


flange sets up a water curtain over the throat 
of the disposer to reduce noise escaping from the 
grinding chamber. The entire unit floats on a 
cushioned mounting of synthetic rubber to fur- 
ther reduce noise and vibration. And a drain 
line cushion minimizes transfer of noise and 
vibration to plumbing lines. 

Another selling feature: GE Customer Care? 
Service which means we have Fac- 
tory Service Centers covering 350 
cities and in addition there are more = 
than 5,000 franchised servicers | ere, 
across the Continental U.S.A. x 

Forfurtherinformation call your GE Contract 
Sales Representative at your nearby General 
Electric Major Appliance Distributor. 


GENERAL QD ELECTRIC 
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PRODUCTS/EXTERIORS 


Rustic shake siding with a deep embossed graining is of oil-tempered hard- 
board. The easy-to-apply siding with shiplap ends has a random-edged pat- 
tern. A fusion-finish overlay makes material receptive to paint or opaque 
stains. Abitibi, Birmingham, Mich. CIRCLE 228 ON READER SERVICE CARD 


Vinyl siding with the deep shadow- 
lines of clapboard (left) now comes 
in gold as well as white, yellow and 
green. Offered in 8" or double-4" hor- 
izontal and 8" vertical styles, mate- 
rial will not blister, peel or flake. 
Color is molded in, eliminating the 
need for painting. Certainteed, Val- 
ley Forge, Pa. 
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x 


"Driftgrain" vinyl siding with an embossed woodgrain texture comes in 
white, light green and yellow. Produced in double-4" and 8" horizontal as 
well as 8" vertical styles, the siding will not chip, dent or scratch and never 
needs finishing. Johns-Manville, Denver. CIRCLE 230 ON READER SERVICE 
CARD 


Masonry siding panels of crushed 
stone and fiber glass (left) simulate 
the appearance and texture of genu- 
ine brick. Offered in three colors, the 
premortared "Brookline" siding can 
be easily installed in any weather. A 
step-joint interlock provides con- 
cealed weathertight joints. Mason- 
ite, Chicago. 

CIRCLE 231 ON READER SERVICE CARD 
Ragged-edge ^ asphalt shingle, 
"Woodsman," (below] has dark 
shadow lines that give random 
depth to the design. The middle- 
weight shingle, offered in a choice of 
four colors, has the exclusive "Wind 
Seal" feature—thermoplastic dots 
for secure positioning. Bird & Son, 
East Walpole, Mass. 
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Prefabricated roof expansion joint 
(left), "Nerva-flex CA 454," moves 
freely in any direction. The all-pur- 
pose, watertight joint requires no 
soldering. It has high tensile 
strength, provides insulation, resists 
weathering and prevents condensa- 
tion. Rubber & Plastics Compound, 
Long Island City, N.Y. 
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“Cladwood” preformed shutters are made of lightweight medium-density 
board with a resin-impregnated fiber overlay on both sides. The material 
will not split or crack and is impervious to weather. Easy to stain or paint, 
shutters come in a range of sizes to fit openings from 32" to 81". Publishers 
Forest Products, Portland, Ore. CIRCLE 234 ON READER SERVICE CARD 
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Our electric 
garage door openers 
move houses. 


Bie) لاہ‎ 
Tomovein 44 | hr سس‎ We're the oldest, 
todayshome AE Il =j i &.. largest, most 
EE M اک‎ | NE ^^ "-— پل‎ E sectional 
your house needs 一 站 arage door com- 
to make a strong first impression. pany around. We build, install and 
Installation of an up-to-date appi guarantee our 
ance like the Overhead Door Electric own garage 
Garage Door door open- 
Opener can help. ersan 
controls. 
You or your repre And we 
sentative can intro- service 
duce your house d — um them through 
with a touch of a (8. ۱ over 400 au- 
button. The handy thorized dis- 
radio control unit tributors and 10 major distribution 
turns on the operator centers nationwide. 
light, unlocks the Our reputation gives prospects 
door and activates a added confidencein the quality of 
powerful 1/3 HP the home you're selling. That makes 
motor which opens your sales job easier. In fact, an 
the door, then closes Overhead Door Electric Garage Door 
it, locks it and turns Opener just might help you close a 
off the light. Smoothly, a 
quietly, لا‎ 7 $38  Formoreinfor- 
It's the kind of quality 4 ہے‎ L9 mation call the au- 
feature prospective ~~ ~ Bi thorized "Overhead 
buyers remember. & Door’ distributor 
Especially when the 3 nearest you. He's 
name on the system is d listed in the Yellow 
Overhead Door. 4 Pages under Doors. 
THE 
V7 Fae RHEAD وف ور‎ 
« ONE TRADE MARK OF 4 
ا نت‎ meros wea 7 


DALLAS, TEXAS The Electric “Overhead Door Company." 
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Pick 
the 
hinge 
that 
hides 


Soss Invisible 


Compare the Soss look of invisibility with any strap or butt hinge 
and you'll choose The Soss Invisibles. These amazing hinges hide 
when closed to blend with any decor. With The Soss Invisibles you 
can create room, closet, or cabinet openings which are unbroken 
by hinges or gaps . . . the perfect look for doors, doorwalls, built-in 
bars, stereos, or T.V.'s. The Invisibles are extra strong, open a full 
180 degrees, and are reversible for right or left hand openings. See 


imm m senso ie: tlhe SOSS 
- QO 
Blnvisieles 


turing Company, Division 
of SOS Consolidated, Inc., 
P.O. Box 8200, Detroit, 
Michigan 48213. 
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These inexpensive little devices 
can save you hundreds of dollars 


They cut water flow 
50% or more in 
showers and faucets. 


The Noland SFC-3 
Shower Flow Control re- 
duces the flow of water 
through a showerhead to 
approximately 3 gallons 
per minute in most 
showerheads . . . half of 
the 6 gallons or more per 
minute usually consumed. 
That's a substantial sav- LN-3 
ing when you add up the a Actual Size 
number of shower instal- 78 
lations, the number of showers taken per day and 
multiply by the number of days used per year. 

The Noland LN-3 Lavatory and Sink Faucet Flow Con- 
trol gives you the same great results in bathroom or 
kitchen faucets. And remember—by consuming less 
hot water, you’re saving on fuel costs too. ; 


For further information: Noland Company 
Water Control Products Division, Dept. C 
2700 Warwick Boulevard, 

Newport News, VA 23607 
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PRODUCTS/PLUMBING & PIPING 


Water filter T-300 Rainfresh'" [left] 
provides effective removal of the 
major causes of water problems, The 
easy-to-maintain device can be in- 
stalled on the main water line to pro- 
tect plumbing and appliances. Mor- 
ton Salt, Chicago. 
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Thermoplastic tubular — P-traps 
[below] are equipped with poly- 
washers at the inlets. Unit comes in 
a conventional version or in a model 
that can be solvent-welded to any 
plastic plumbing system. Genova 
Davison, Mich 
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Easy-to-install lift plug drain for 
bathtubs (left) has no linkages. Fit- 
ting is lifted and turned to open the 
drain and twisted again to close it 
The all-brass unit is adjustable to fit 
any size tub. Universal-Rundle 
New Castle, Pa 
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Vacuum-primed duplex sewage 
pump (below]is ready to mount over 
precast manhole rings above the wet 
well. The single self-contained unit 
includes pumps, valves, controls 
and all other components. Hydr-O- 
Matic, Ashland, Ohio. 
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Indirect waste roof drain (right), 
with an internal dome strainer and 
2%"-high solid standard water 
dams, provides overflow protection. 
The ^Flo-Septor" 
comes in a range of sizes 
Michigan City, Ind 
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is of cast iron and 
Josam, 


Sewer repair coupling, “Band-seal,” 
(above) features an adjustable stain- 
less steel shear ring. Easy-to-install 
a watertight, aligned 
joint between replacement and ex- 
isting pipes. Mission Clay, Corona, 
Calif 
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coupling is 


Aqua-Pure" water filter (below) re- 
moves old scale deposits and pre- 
vents new build-up on water heat- 
ers. Unit, installed on cold water 
line, has dust and dirt removal ele 
ments and scale-stopping crystals 
AMF Cuno, Meriden, Conn 
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Small commercial gas water heater 
(left) has a storage capacity of 50 
gals. and a recovery capacity of 54.6 
gals. per hour at a 100* temperature 
rise. Unit has a glass-lined tank and 
an automatic thermostat. Briggs 
Tampa, Fla 
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"Decade" faucet assemblies (above) 
feature underbodies of Celcon acetal 
copolymer. The material 
mineral scale build-up and can be 
easily fabricated to specific dimen- 
sions. Midcor/Middlefield, Middle- 
field, Ohio. 
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resists 


DOES BIG 


MEAN GOOD? 


Arguments abound on that question. 
But one things for sure: you don't become 
big in any business by giving second-rate service 
or by displeasing your customers. Generally, the 
economy rewards the company that does the best 
job with increasing share-of-market. In any field. 
Simple fact: The Ticor Title Insurers together 
wrote a greater share of the national dollar volume 
of title insurance last year than any other title 
insurer. And the year before. And the year 


before that. 


TITLE INSURANCE AND TRUST 
PIONEER NATIONALTITLE INSURANCE 
TITLE GUARANTEE-NEW YORK 


THE TICOR TITLE INSURERS 


Here’s POWER when and where you need it 
most. Dependability and confidence will be your 
mood with an Avis trouble free Powr-Pak engine 
generator unit. Whether it be for your home, 
your home on wheels, your camp, or your shop, 
we want to tell you about Powr-Pak. For further 
information please write or call. 


oe - 
SN 


INDUSTRIAL CORPORATION 
Dept: HH;-Décatur, Indiana-46733 
Telephone (2197565-3191 


owi pak 
Engine Generator Units 
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to help you recover lost ground in 1976: 
all-new marketing intelligence on 


the nation's most active builders 


in the workbook that gives you ready contact with 3,000 
key executives at over 1,000 locations in all 50 states 


To recover lost ground in 1976, you need all the help you can get. The Blue Book of 
Major Homebuilders gives you all the help you need with all-new marketing 
intelligence on your best possible prospects, customers and clients. 

The Blue Book tells you who they are, what they're building, where they're 
building, how they're building—and all you need to know to serve them best. 

The new Major Builder Index pinpoints any major builders you're looking for. 
The new State Selector guides you straight to any state for major builders you 
should be looking for. And page-by-page Market Tabs locate major builders you 
want to know in any City or Metro area. 

But names alone are not enough. The Blue Book gives you telephone numbers 
and addresses of key executives both at headquarters and branch offices. 

Still not enough when you need to know what these important prospects are 
thinking and doing. That's why The Blue Book also fills you in on their construction 
methods . . . areas of operation... type of organization . . . single- and multi-family 
production in the last four years, plus plans for 1976 . . . sales prices and rental 
ranges . . . participation in government housing programs . . . other business 
activities and sources of income. Even more: their land requirements, money 
requirements and sources of financing. 

With The Blue Book in your hands, you're now ready to talk business with the 
nation's most active builders. Contact! Call up, call on or write to these heavy users 
of building products, materials, services and equipment for a deal that helps both 
you and them to make up for lost ground in the past two years. 

The Blue Book of Major Homebuilders is not a book to read. It's a workbook to 
use for profit. It's a nationwide research report organized and packaged to provide 
ready contact with some 3,000 key executives at 1,000 building locations in all 50 
states. It’s the problem-solver you need to save wasted time and effort—no less 
aggravation—of trying to contact builders turned over and out by the disastrous 
upheaval of the past two years. 

Your best bet is the National Edition offering a complete collection of all the 
major homebuilders possible to locate during many months of extensive, expensive 
research packaged for easy use. But if your interests focus on one or two regions, 
The Blue Book offers four regional editions to accommodate your need to know 
who's who and what's what: 


1) NORTHEAST EDITION covering 12 states and D.C. Me., N.H., R.I, Vt., 
Conn., Mass., N.J., N.Y., Pa., Del., Md., Va. and District of Columbia. 

2) SOUTH EDITION covering 12 states. Texas, Okla., Ark., La., Ky., Tenn., 
Miss., N.C., S.C., Ga., Ala. and Florida. 

3) MIDWEST EDITION covering 13 states. Ohio, W.Va. Mich., Ind., Wisc., Il., 
Minn., lowa, Mo., N.D., S.D., Neb. and Kansas. 

4) WEST EDITION covering 13 states. Alaska, Hawaii, Cal., Wash., Oreg., 


Idaho, Nev., Utah, Ariz., Mont., Wyo., Colo. and New Mexico. 


There are well over 50 profitable wasy to use The Blue Book. But one good 
contact is all you need to repay your tax-deductible investment in the 1976 Blue 
Book of Major Homebuilders—now available through the order blank below. 
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MEM c ——— € à کی بے‎ 
E YES ! SHIP 1976 BLUE BOOK THE BLUE BOOK OF MAJOR HOMEBUILDERS* 1 
CMR Associates, Inc. 
| e AS INDICATED BELOW 2152 DEFENSE HIGHWAY 
i CROFTON, MARYLAND 21113 | 
D Bill me D Bill firm X SPECIAL PRE-PUBLICATION PRICE* i 
| (Payment enclosed to save postage & shipping charge $87.50 ON ORDERS RECEIVED 
BEFORE DECEMBER 31, 1975 | 
2 i * 
| Enclosedis my check (or money order) for $ 3 National Edition (No. of copies —— — —)$94.50 3 
D payable to CMR Associates, Inc. Book(s) to be Northeast Edition (No.ofcopies —— )$34.50 
shipped prepaid with guarantee of full satisfac- a Midwest Edition (No. of copies —— )$34.50 | 
1 tion or 15-day full refund privilege on return of o South Edition (No. of copies — —— )$34.50 
8 Blue Book OWest Edition (No. ofcopies _۔۔‎ ) $34.50 | 
| NAME جرد ہے‎ RE 一 ہے‎ = E 1 
I FIRM =s : Pres = =. ___ Ss Please Check One 
i o Builder O Architects 
| ADDRESS E IA — . O Manufacturer a Subcontractor 1 
O Ad Agency/Consultant O Realty [| 
0 CITY ہے‎ = - a, o Finance O Ind/Commercial 
O Library O Government ü 
1 STATE =A 2 ` ZIP | . OBid Matris Sales Distrib. O Other à 
| A TAX-DEDUCTIBLE BUSINESS EXPENSE HH-11/75 i 
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11th Edition, 
Over 500 Pages 
Size 8%" x 11" 
Tax-Deductible 
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50 good ways to 
use the Blue Book 
Building Product Suppliers 


Develop sales leads on key accounts 
Pre-qualify prospective customers 
Estimate quantities of products used 
Cross-check salesmen's accounts 

Increase the number of accounts by territory 
Target productive calls for salesmen 
Support regional sales managers 

Make public relations calls on builders 
Introduce new products and materials 
Select sample areas for market research 
Encourage dealers, distributors & salesmen 
Prepare direct mailings 

Survey product use 

Keep marketing managers informed 


Architects & Engineers 


Market your professional services 
Locate Blue Chip developers by city 
Evaluate the status of prospective clients 
Determine a builder's housing mix 


Builders & Contractors 


Demonstrate your standing in the industry 
Judge the performance of competitors 
Compare operations in your peer group 
Check the movement of key personnel 
Pinpoint activity in specific markets 

Spot trends in major Metro areas 

Acquire timely statistical market data 


Planners & Consultants 


Provide clients with timely marketing data 
Questionnaire key people in key firms 

Keep a finger on the Pulse of the market 

Make sound marketing and management decisions 
Detect market patterns and trends 

Save big money on your research budget 

Get comprehensive statistics unavailable elsewhere 


Realtors & Developers 


Select companies interested in development 
Locate joint venture pártners 

Spot multi-family builders 

Locate potential land buyers in Metro areas 

Find successful builders for current projects 
Estimate land requirements by type of construction 
Contact potential clients for services 


Investors & Lenders 


Discover companies previously unknown 
Develop new target accounts for services 
Sell real estate to major builders 

Learn names of key executives 

Appraise company stength in the market 


Double-check names for credit purposes 
Measure market penetration 

Find acquisitions 

Judge strength of earnings & level of operations 
Implement bonding program for builders 

Isolate multi-family operations 

Define commercial/industrial activities 


Cushioned sheet vinyl flooring, “Cartwheel,” 
[above] features an inlaid look. No-wax flooring 
in 9' and 12' widths is suitable for loose-laid in- 
stallation. A smooth, clean subfloor can be cov- 
ered without the use of adhesives. Colors offered 
include blue, green and pewter. GAF, New York 
City. CIRCLE 214 ON READER SERVICE CARD 


All-vinyl modular entrance mats (right) are now 
available in avocado green. The mats, which 
come in 18"x24" units, can be linked to form dif- 
ferent shapes and sizes. Open-weave construction 
allows mud and water drip-through to be mopped 
up. Space-Links, Youngstown, Ohio. CIRCLE 215 
ON READER SERVICE CARD 


PRODUCTS/FLOORING 


NEW DEVELOPMENTS 


A process for tufted-carpet construction, “Uni- 
bond,” uses thermoplastic laminate to bond face 
yarn and primary and secondary backings. Tests 
show yarn ends are held more securely than in 
conventional carpets (above), and that primary 
and secondary backings adhere to each other 
longer (above, left). Developed for heavy-traffic 
contract applications, carpets are made of Antron 
III nylon yarns. "Protector" (left) is one of two 
styles offered. Lees, King of Prussia, Pa. CIRCLE 
216 ON READER SERVICE CARD 
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No other type of device warn: 
earlier than our SS74R Smoke 
Alert. This is an ionization unit 
It'll detect in all four stages of fire 
even the very earliest (incipient 
stage before there's any appre 
ciable smoke, flame or heat 
SmokeAlert is UL listed’, Ha: 
more battery power than com 
parable units. Gives a loud, inter 
mittent signal when batter 
replacement is needed. No peri 
odic manual readjustments arg 
necessary to compensate for de 
clining battery life. A built-in volt 
age regulator maintains the unit’ 
factory preset sensitivity at a 
times. Attractively styled, the uni 
has solid-state circuitry, lou 
alarm horn, one-year warrant 
For details contact BRK Elec 
tronics Div. of Pittway Corp., 52 
Rathbone Ave., Aurora, Ill 60538 
(312) 892-8721 


ELECTRONICS 


First in Fire Warning 


“Also BOCA & ICBO Research 
Committee listed 


Classified Advertising 


The market-place for the housing and light construction industry 


SELLING OPPORTUNITIES 
AVAILABLE 


REAL ESTATE 
ANTIQUE BRICK 


125 years old, from 21 aqueduct. Minimi 
quantity 25,000 up to 900,000. 


Write: Leonard Goldberg 
#1 Sunrise Plaza 


Valley Stream, NY 11581 
516/599-2600 


Not you. Us. 

The primary risk that a title insurance company 
can assume without asking other title insurers to 
share in the project is a good indication of that 
firms strength. On major projects it can turn out 
to be a direct benefit to the insured—both in time 
and cost. But even if your property comes nowhere 
near the maximum figure, it is still a good criterion 
in seeking the most reliable firm. 

Simple fact: The financial size of the Ticor 
Title Insurers allows us to assume greater dollar 
risks without going to third parties than any other 


title insurance firm. 


TOP DISTRIBUTORS/REPS 
for 
internationally known manufacturer of 
physica! fitness products. Solid company, 
ine, promotion behind you. Selected areas 
open. Send five year record, territories 
covered, other lines represented. Write to: 
RW-8202, House & Home 
Class. Adv. Dept., P.O. Box 900 
N.Y. 10020 


eTo 


SPECIAL SERVICES 


Nationwide Architectural Arts, I 
Color eye level renderings $1. 
$289. Provide perspective: 3 | 
service USA /Canada. See our at 
Architectural Record. Comp 
renderings, models, mosaics & su 
graphics. Catalog: Box 21251, S« 
tle, Wa 98111. Artists: Comn 
sions available nationally (send 


Representatives Wanted, Nation- 
ally, to sell Saunas, Gym & Recrea- 
tional Equipment to New Construc- 
tion and Clubs, sales range from 
$4,000 to $40,000. MacLevy is 
largest manufacturer: provides in- 
quiries, leads and Sales Kit. Write 
MacLevy, Pres., Lake losco, Has- 
kell, N.J. 07420, Tel. 201-835-5388. 


samples). 
TITLE INSURANCE AND TRUST 
PIONEER NATIONAL TITLE INSURANCE POSITIONS WANTED BROCHURES 
TITLE GUARANTEE-NEW YORK 
HUP. INSURERS Financial Executive— Heavyweight 300 Plus New Home Designs. Sel 


LEGAL NOTICE 


— Listed co. V.P. Controller —C PA 
(Big 8 exp.)—Attorney— Acquisi- 
tions, financial controls, taxes. 
Exp'd. real estate, construction in- 
dustries. Combines technical skill 
with imagination. $28-32,000 re- 
quired. For resume: PW-8772 
House & Home. 


any or all. Title: Early Amerk 
Homes, ۱۵-2 Story Homes; Cust 
Ranch Homes, Multi-Level Hom 
Vacation Homes; Spanish/Tuc 
Homes. Single titles $1.50 ea.; 3 
$4.00, all 6 for $7.50. National P 
Service, 435 W. Fullerton A» 
Dept. 452, Elmhurst, Ill. 60126. 


U.S. POSTAL SERVICE 


STATEMENT OF OWNERSHIP, Management and circulation (act of August 12, 1970: Section 3685 
Title 39. United States Code]. 


1, Title of publication: House & Home 

2 Date of filing: October 1, 1975 

3. Frequency of issue. Monthly 

4. Location of known office of publication: 1221 Avenue of Americas, New York, New York 10020 

5. Location of the headquarters or general business offices of the publishers: 1221 Avenue of the Americas, New York 
New York 10020 

6. Names and addresses of publisher, editor, and managing editor 

Publisher: James E. Boddorf, 1221 Avenuc of the Americas, New York, N.Y. 10020 

Editor: John F. Goldsmith, 1221 Avenue of the Americas, New York, N.Y. 10020 

Managing editor: Maxwell C. Huntoon, fr., 1221 Avenue of the Americas, New York, N.Y. 10020 

7. The owner is McGraw-Hill, Inc., 1221 Avenue of the Americas, New York, N.Y. 10020. Stockholders holding 1% 


or more of stock are: Donald C. McGraw, Donald C. McGraw, Jr; Harold W. McGraw, Jr; John L. McGraw; William 
H. McGraw, June McGraw McBroom, Elizabeth McGraw Webster; all of 1221 Avenue of the Americas, New York, N.Y 
10020, Way & Co., c/o The Bank of New York, P.O. Box 11203, New York, N.Y. 10049; Pere & Co., c/o Northwestern 
National Bank of Minneapolis, 7th & Marquette, Minneapolis, MN 55480, Sabat Co. c/o Savings Banks Trust Co., 200 
Park Avenue, New York, N.Y. 10017, Batrus & Co. c/o Bankers Trust Company, P.O. Box 706, Church St. Station, New 
York, NY 10008, Ronis & Co. c/o Bankers Trust Company, P.O. Box 704, Church St. Station, New York, NY 10008 
Sior & Co. c/o Bankers Trust Company, 16 Wall St., New York, NY 10015, Stanford E. Taylor, Lloyd Harbor, Huntington, 
NY 11743, American National Insurance Company, P.O. Box 2664, Church St. Station, New York, NY 10008 

B. Known bondholders, mortgages, and other security holders owning or holding | percent or more of total amount of 
bonds, mortgages or other securities: None 

9. Permission requested 

10. Not applicable 

11. Extent and nature of circulation 


Actual Number of 
Copies of Single 
Issue Published 


Average No. 
Copies Each 
Issue During 


Preceding Nearest to 
12 Months Filing Date 
A. Total No. Copies Printed 106,744 101,933 
B. Paid Circulation 
l. Sales through dealers and carriers, street vendors 
and counter sales - 
2. Mail subscriptions 97,077 90,400 
C. Total Paid Circulation 97,077 90,400 
D. Free Distribution by Mail, Carrier or Other Means 
Samples, Complimentary, and Other Free Copies 8,521 9,911 
E. Total Distribution (Sum of C and DJ 105,598 100,311 
F. Copies not Distributed 
|. Office Use, Left-Over, Unaccounted, Spoiled After 
۲۲٤ 1,146 1,622 
2. Returns From News Agents 一 — 
G. Total [Sum of E & F—should equal net press run shown in AJ 106,744 101,933 


I certify that the statements made by me above are correct and complete 
[Signature of owner] 


JAMES E. BODDORF 
Publisher 
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Classified Advertising Department 


HOUSE & HOME 


P.O. Box 900, New York, N.Y. 10020 


ORDER FORM 
(NON-DISPLAY) 


PER LINE ADVERTISING 
1X 2X € 


$5.55 $5.40 


TES 
° 3X 


$5.25 


4X 
$5.00 


Rate Per Line 


or Fraction: 
Box No.: Counts as one additional line. Closing Date: 1st of Previous Month 


0 Use Box No. (or) 
O Use My Name and Address 


O Bill Me (or) 
O Check Enclosed 
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Saxony plush carpet, “Morning Star," (above) is 
shown in a traditional living room. Carpet con- 
structed of long-wearing continuous filament 
nylon has multicolor spatter pattern. Among 2 
colorations offered are blends of natural shades, 
silvers and red, white and blue. Firth, Amsterdam, 
N.Y.CIRCLE 223 ON READER SERVICE CARD 


Cut-pile printed carpet, "Tomorrow," (below) 
can be used for residential or commercial applica- 
tions. Featuring a design of art deco circles and 
squares, the jute-backed floorcovering is part of 
the "Timeless Collection." Suggested retail price 
is $10.95 per sq. yd. Congoleum, Kearney, N.J. 
CIRCLE 224 ON READER SERVICE CARD 


Saxony plush carpets constructed of 100% heat- 
set nylon retard soil and retain texture. "Impres- 
sions" (above left) offers a traditional tracery pat- 
tern available in 16 solid solors. "Lantau Bay" 
[above right) features a multicolored impres- 
sionistic look. Walter, City of Industry, Calif. 
CIRCLE 225 ON READER SERVICE CARD 


Natural stone tiles, ^Alta Quarzite," (below) can 
be used on floors or walls inside and out. Imported J 
from Holland, the gray-green tiles are colorfast D 
and slip-resistant. No waxing is necessary—wip- any appr 
ing with water restores luster. Many sizes are j heat 
offered. Gran-Quartz, Tucker, Ga. CIRCLE 227 ON Š 
READER SERVICE CARD special 


Da 
ontac 
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Resilient sheet flooring in a marbled design, "Surf 
City," (above)has realistic random veining. Stain- 
resistant, no-wax vinyl meets specifications for 
light and medium traffic areas. Asbestos-backed 


floorcovering comes in four colors in 6' or 12' 
widths. Mannington, Salem, N.J. CIRCLE 226 ON 
READER SERVICE CARD 


"Also BOCA & ICBO 


Committee listed 
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House & Home presents best sellers on 


HOW TO SELL MORE HOUSING 


SELL 
NEW HOMES 


AND 
CONDOMINIUMS 


BY DAYE STONE 


® 


Dave Stone و‎ 
tells 258 pages, 7'; x 10'; $19.95 


HOW TO TURN WAVERING PROSPECTS 
INTO CONFIDENT HOMEBUYERS 


Asanoutstanding professional in face-to-face selling, Dave Stone knows 
exactly what it takes to turn wavering prospects into confident buyers. 


Inhisnewbookon HOWTO SELLNEWHOMES AND CONDOMINIUMS, 
Dave distills over thirty years of rich and varied selling experience as 
salesman, sales manager, sales trainer and sales consultant 


Dave Stone digs deep below the surface to give youaclearpicture of how 
buyers and sellers react to each other. He shows both as factors in the 
human equation that tip the scale—and the sale—in one direction or the 
other. 


HOW TO SELL NEW HOMES AND CONDOMINIUMS is a basic book 
about people—the people who buy homes from the people who sell 
homes. It brings to sight all the hidden worries, fears and hopes that 
motivate buyers and sellers alike. It shows how these powerful emotions 
bounce back-and-forth between buyer and seller. And it reveals how the 
salesman's own attitudes, moods and expectations become part of his 
own selling problem. 


With style and wit, Dave Stone describes the thinking, planning and 
understanding behind successful strategy, selling tactics and selling 
lines that make the sale. 


HOW TO SELL NEW HOMES AND CONDOMINIUMS was written not 
only to guide ambitious beginners, butalsotoupdatehighly professional 
salesmen on the whole new set of problems involved in selling 
condominiums. 


Worth the price of the book itself is the chapter on Selling Against 
Competition which compares buyer advantages of each type of housing 
to the disadvantages of each other type of housing. It provides instant 
leverage in knowing exactly how to approach almost anyone in the 
market for a new home or condominium. 


That extra saleisallittakestore-pay yourinvestmentin DaveStone'snew 
book on HOW TO SELL NEW HOMES AND CONDOMINIUMS over and 
over again. Make Dave's ideas work for you. Fill in the order form below. 


7 Y, 1 SEND ME THE FOLLOWING: 
I Yes 


O Both Books: $44.90 


® O Howto Sell New Homes and Condominiums: $19.95 
O How to Decorate Model Homes and Apartments: $24.95 


i \ 
Carole Eichen 


shows 


INTERIOR DESIGN IDEAS TO MAKE MODEL 
HOMES & APARTMENTS SELL AND RENT FASTER 


156 pages, 50 color photos, 100 drawings, 10% x 10%, $24.95 


Builders and developers turn to Carole Eichen—prominent interior 
designer for the housing industry—for decorating ideas that match their 
many markets for condominiums, rental apartments and single-family 
homes. 


You will turn to Carole Eichen's new book for design ides that put more 
sell into your model homes and apartments. You will find an array of best- 
selling designs presented in clear-cut text illustrated with fifty large, full- 
color photographs p/us before-and-after schematic diagrams that move 
your mind from design problem to design solution to the ready-to-sell 
results. 


Next best to having Carole Eichen on your own design staff are the special 
insights she offers on the major elements of residential design: color, 
lighting, built-ins and accessories. You will value details of the decision- 
making process for making fundamental judgments on 


How to match interior decor to your markets, 

How to make interior design costs pay for themselves 
How to keep abreast of current decorating trends, 

How to bring your models in on schedule, 

How to plan for effective model maintenance, 

How to coordinate salesmen with the marketing team, and 
How to put it all together for total impact. 


HOW TO DECORATE MODEL HOMES AND APARTMENTS spells out 
the key factors to be considered in creating designs that sell kitchens, 
bathrooms, living rooms, dining rooms, master bedrooms, children's 
bedrooms, family rooms, built-ins, dens, sewing rooms, patios & 
balconies, and the sales office in model homes and condominiums. 


How to draw up a good contract with the interior designer .. . how to 
control schedules, deadlines and the countdown for installations ...how 
to avoid costly mistakes . . . how to match design to your market 
parameters in any locale at every price level make this book an effective 
working tool for making your model homes and apartments se// and rent 
faster. 


Add Carole Eichen's expertise to your own experience in selling homes. 
Order the book today. 


Mail coupon with remittance 
payable to 
House & Home Press 
1221 Avenue of the Americas 
New York, N.Y. 10020 


Your Name 


Firm Name 


Mailing Address 


City 


State j d 7 n ` ZipCode 
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Glued truss design manual dis- 
cusses truss selection and describes 
joint, lap and splice construction. A 
section gives instructions for truss 
fabrication and a chapter includes 
photos of each construction stage. 
Fifty pages of the booklet are tables 
with dimensions and specs for 
trusses ranging from 20' span, two 
web to 60’ span, six web configu- 
rations. For the manual, "Designs 
for Glued Trusses,” send $2 to Mid- 
west Plan Service, Agricultural En- 
gineering Building, Iowa State Uni- 
versity, Ames, lowa 50010. 


Millwork suppliers directory lists 
door, sash, window and window- 
frame. manufacturers alphabeti- 
cally. It gives addresses, officers’ 
names and products. The directory 
also describes the woodwork manu- 
facturers’ association seal of ap- 
proval programs. NWMA, Chicago. 
CIRCLE 300 ON READER SERVICE CARD 


Heat exchanger catalog describes 
unit operation and features, gives 
mechanical and installation specs. 
Catalog discusses unit selection and 
gives tables for choosing unit size by 
desired temperature range and other 
parameters. Includes wiring dia- 
grams and dimensioned sketches. 
McQuay, Minneapolis. 

CIRCLE 301 ON READER SERVICE CARD 


Metal fasteners flyer shows anchors, 
floor bridging and framing, rafter 
trusses and other products in three- 
dimensional sketches of installa- 
tions. With each product sketch, the 
paragaph of the MPS allowing use of 
that product is cited. TECO, Wash- 
ington, D.C. 
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Labor costs for concrete con- 
struction using prebuilt vs. job-built 
forms are discussed in an eight-page 
summary of a productivity study. 
Although initial costs for prebuilt 
forms are higher than for job-built, 
says the summary, productivity is so 
much higher with prebuilt forms, 
and variability in productivity is so 
much lower, that use of prebuilt 
forms should be considered in plan- 
ning concrete construction. 
Symons, Des Plaines, Ill. 
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Metal studs for house construction 
is the subject of an eight-page book- 
let. It discusses advantages of metal- 
stud partitions in single-story and 
multistory buildings, in chase walls 
and for other situations. The booklet 
gives installation instructions, in- 
cludes details for intersections, sof- 
fits, special circumstances. U.S. 
Gypsum, Chicago. 
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Life-cycle costs of ceramic tile vs. 
other wall-and floor-finishing mate- 
rials are illustrated in a six-page fold- 
out. It includes bar graphs and tables 


comparing costs of carpet, vinyl and 
vinyl asbestos to ceramic mosaic, 
quarry tile and terrazzo; also gives 
data on fabric, spray and plastic-lam- 
inate wallcoverings vs. ceramic, 
structural and marble tiles. Annual 
and 30-year costs are given. Tile 
Council of America, Princeton. 
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Built-up roofing systems catalog in- 
dexes Fiberglas-reinforced materials 
by roof type and by the geographic 
area for which they’re designed. It 
describes seven types of roofing, de- 
scribes insulation, tape and other ap- 
plication materials. It gives applica- 
tion instructions, specs and cross- 
section sketches of each type of roof 
indexed, specs of a variety of flash- 
ings. Owens/Corning, Toledo. 
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Aluminum thermal window bro- 
chure discusses product's advan- 
tages overother thermal windows. It 
shows the window in cross-section 
and lists specs of windows in a wide 
range of sizes. Capitol, Mechanics- 
burg, Pa. 
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Time-saving gutter system attaches 
directly to rafter. A six-page foldout 
shows the system installed in full- 
color photos, in cross-section and 
three dimensional diagrams. Bro- 
chure describes system and gives 
specs. Omni, Addison, Ill. 
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Expansion-joints catalog lists wall, 
ceiling and floor systems. It gives 
cross-section diagrams and covers a 
wide range of requirements. Catalog 
includes roof and door saddles. 
Julius Blum, Carlstadt, N.J. 
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Steel joists and studs catalogs claim 
large reductions in numbers of 
members required (up to 3355) if 
steel rather than wood is used, plus 
reductions in construction time. 
They discuss product features, then 
give details and specs. Both give in- 
structions, accompanied by on-the- 
job photos, for construction with 
steel members. They include com- 
plete load-span tables for products, 
and the stud booklet gives a step-by- 
step guide to design procedure for 
construction with steel studs and 
lintels. U.S. Steel, Pittsburgh, Pa. 
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Water-resistant gypsum board flyer 
gives product features and limita- 
tions. It breaks down installation 
procedures, describing framing re- 
quired, panel preparation for instal- 
lation, and preparation for tile appli- 
cation. Includes cross-section de- 
tails for tub and shower con- 
struction. Water resistant panels 
with one-and two-hour fire ratings 
also listed. U.S. Gypsum, Chicago. 
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LITERATURE 


It does in the business of title insurance. 

Because the laws, statutes, traditions and 
mechanics of buying and selling real property vary 
drastically from one community to the next. 

It follows, then, that a title insurer doing business 
in many different areas of the country acquires more 
expertise in dealing with special problems and special 
conditions. A change in one community is likely to 
parallel conditions that have already been mastered 
in another. 

Simple fact: The Ticor Title Insurers are qualified 
for business in 49 states, and have a larger premium 
income than any other title insurance firm. 


G 


TITLE INSURANCE AND TRUST 
PIONEER NATIONALTITLE INSURANCE 
TITLE GUARANTEE-NEW YORK 


THE TICOR TITLE INSURERS 


Benchmark 
Bi-Folds for 
unsurpassed 
luxury 

all through 
the house. 


TRAIL 


o 
Exclusive 
deep-sculptured look... 

Extra thick... Extra rigid! LoweePanel  Wiiamaturg 


Here's something you can really sell! Full 11⁄4” thickness with 
special channel design—Benchmark outperforms ordinary doors. 
Special deep-molding process shapes every panel from a single 
sheet of fine 23 gauge steel. Result —smooth surface and edges 
with no applied trim. The finest door you can install! 

Choice of styles—Embossed, louvered and flush models in 
6'-8" and 8'-0" heights. Contact factory for special widths, 
heights, special 18" single panel swing unit. 

Ask your supplier. Or call Benchmark Sales Office—703/371-5700. 


GENERAL 
"Benchmar COMPANY ING 
eR اد ماد جا‎ KEK se rs Lm 

the standard by which others are measured Fredericksburg, Virginia 22401 
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Idea: to screen a carport 
without destroying its openness. 


Here, Nord architectural spindles become 
the principal design element in a carport 
gate. The detail of the spindles is set off by 
alternating square members. And the 
spindle motif is used again in the entry gate. کا‎ 


Nord gives you 9 basic 
spindle designs to work with. 
11 standard lengths, 
772 inches to 8 feet. 
And no end of possibilities. 
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Designed by 
Architect Larry H. Lander 
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Build an idea (NORD) 
with spindles. — 


For the name of your nearest Nord distributor, write “spindles” on 
your letterhead, mail to E. A. Nord Company, Everett, WA 98206. 
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machine-staining: 


Olympic 


Olympic machine-stained wood is the 
most economical way to achieve a 
uniformly-applied stain finish while 

eliminating virtually all job site 
problems. There are no weather 
delays; no painting scaffolds to erect. 
The Olympic Stainer System assures 
the highest quality control standards 
because the stain is actually forced 
into the wood and allowed to dry 
naturally. This results in maximum 
stain penetration with remarkable 
uniformity—a finish that appears to 
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be as natural as the wood itself. 

And if the wood shrinks, there is no 
bare wood exposed. Use Olympic 
machine-stained wood for new siding, 
decking, trim and plywood. Choose 
any Olympic Stain semi-transparent 
or solid color. For information and 
the name of the Olympic Machine 
Stainer nearest you, call your local 
Olympic Central Warehouse or write: 
Olympic Stain. A division of COMERCO, INC. 2 


Dept. MS, 1148 N.W. Leary Way, 
Seattle, WA 98107. (206) 789-1000. 


